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Abstract
Organizations in all industries have discovered the importance of
understanding customer needs and meeting or exceeding those needs through
superior customer service. The hospitality industry, as the predominant service
industry, has a particular responsibility to maintain high levels of customer
satisfaction. An evaluation tool which all allows organizations to see their
performance from the customer's perspective is mystery shopping. This project
explores the systematic development and implementation of a mystery shopping
program which is based on operational objectives and points to training needs in
an economy motel group. While almost always a useful evaluation tool, the
power of mystery shopping, as demonstrated by this project, lies in the use of
results to determine training needs. It is critical thatmystery shopping programs
be weighted based on operational objectives and results be analyzed and applied
to the systematic development of training objectives.
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Introduction
Albert Einstein, one of our greatest scientists and philosophers, once
described his view on reality by saying, "God is in the
details." tie
believed that nothing at the microscopic level of existence was left to
chance; everything followed a design. We can paraphrase Einstein for our
purposes: quality of service is in the details. That is, the relationship
between the service provider and the service buyers exists at many
individual points of contact (Albrecht, 1988, p. 25).
Stories of exemplary service provided by organizations such as
Norstroms, Scandinavian Airline Systems, Federal Express and other top service
companies provide evidence of the importance of going above and beyond
customer expectations. By paying attention to details and seeking out
opportunities to
''WOW"
customers, these organizations have become legendary
for their service and have benefited from this reputation. The following
illustration provides another example of how service can keep customers coming
back to an organization, even when the product offeringmay not be significantly
different from that of the competition.
Kevin Michaels was tired, hungry and annoyed by a long day of
unsuccessful selling when he pulled into the parking lot of the motel. At this
point, he really wouldn't have cared what the place looked like as long as the
bed was comfortable and the room was quiet enough to grab few hours sleep
before his morning meeting. He barely noticed the clean parking lot or the
cheerful lobby. Dropping his suit bag on the floor in front of the reception desk,
he blurted out his name to the clerk and requested a room.
Lisa Simmons had watched Kevin pull into the lot and walk toward the
building. He was obviously tired and did not seem to be in the bestmood in the
world. She had no idea what type of day he may have had, who he was, or why
hewas staying at this motel. What she knew was that he probablywanted to get
right to his room and not be disturbed. Her on-line database told her that he
preferred a non-smoking room on the second floor and quickly and accurately
processed his request. He was off to his room within 3 minutes for a restful and
rejuvenating night.
As Kevin walked to his room, still tired, he smiled. People like Lisa were
why he stayed at this motel chain whenever possible. He wondered what it was
thatmade them so eager to serve and so aware of their customer's needs.
Awareness of customer needs is a key ingredient in the recipe for building
customer loyalty. In order to retain customers and keep them loyal,
organizations must cultivate and achieve the type of service quality that builds
trust, loyalty and enthusiasm. Developing customer satisfaction and loyalty
through service quality is not a simple task, but rather one that requires focused
attention and concerted effort. Many organizations today have implemented
customer satisfaction programs designed to help them understand and meet
their customer's needs. Through customer comment cards and evaluations,
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these organizations feel they gain insight about their customers, however, few
make an effort to truly understand the experience their customers have when
interactingwith their organization.
An evaluation tool that allows organizations to see their organization
from the customer's perspective is mystery shopping. Mystery shopping is
known by many names: secret shopping, performance evaluations, service
monitoring, quality auditing, service checks and many more. By any name,
mystery shopping is an evaluation of the shopping/buying process provided by
trained shoppers who know in advance what they are to evaluate. The process
has been used in industries as diverse as retail, hospitality, manufacturing,
banking and convenience stores.
Mystery shopping is not new. It got its start over 50 years ago in the
financial services industry as away to check on employee integrity and minimize
theft. Mystery shopping is now being used not as a way to catch employees
doing something wrong, but as a method of evaluating the entire customer
experience, including product and service. A mystery shopping program is a
major commitment and is not an inexpensive proposition. Furthermore, it
requires that an organization stand up and be counted every day and be
prepared to react to the results of the shopping program, good or bad. As a
result, "...only companies 110% committed to excellent customer service are
using the
technique" (Dwek, 1996). Despite these issues, mystery shopping is an
excellent tool for service quality improvement. The major advantage of a
mystery shopping program is that it provides positive, tangible and actionable
results that allow companies to assess exactly where they can improve. A well-
designed program can be used to motivate and train front-line employees,
communicate to employees what is most important in serving customers,
measure customer satisfaction, monitor the competition, and identify potential
problems before they develop into major issues.
While mystery shopping has been identified as a critical market research
tool and many organizations specializing in mystery shopping services have
sprung up around the country over the past 10 years, the method of conducting
mystery shopping is still somewhat obscure. A program is only effective if it is
planned carefully and based on clearly defined objectives with emphasis on
existing tiaining, desired behaviors and standards compliance. It must be
communicated widely among employees. Evaluation forms must be designed to
provide objective, observational feedback and questions should be weighted in
importance. Many organizations implementing mystery shopping programs are
unaware of the complexity of the programs and, thus, implement them
haphazardly. This lack of awareness and consistent program implementation
limits the impact ofmystery shopping.
Competition in the economy motel sector is fierce. Customers often see
little distinction between chains and, thus, see them as interchangeable in terms
of product. Service, however, can vary widely and is what economy motels can
develop to set themselves apart from the competition. Recognizing increasing
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product competition in the economy market sector and the need for effective
evaluation of the customer experience in order to distinguish its properties based
on service, Essex Partners, Inc., the case study for this analysis, is undertaking
the mystery shopping program outlined in this study. Essex is an integrated
hotel company which owns and operates twelve Microtel properties in New
York, Ohio, Pennsylvania, Tennessee, West Virginia and Alabama. Microtel
Franchise and Development Corporation was formed in New York state in June
1987, with the philosophy of providing a safe, clean, contemporary guest room
without unnecessary amenities. Microtel's market is made up of cost conscious
travelers who seek no-frills accommodations at a rate below that charged by
other economy motel chains. Low turnkey construction costs and minimal
operating expenses allowMicrotel to provide top quality accommodations at the
lowest rate in the industry.
Mystery shopping programs are often poorly designed, implemented,
analyzed, and applied. Furthermore, they are generally not weighted based on
operational objectives. Therefore, programs often fail to achieve their full
potential as tools for service improvement. In order to harness the full power of
mystery shopping, programs should be based on operational objectives,
weighted appropriately and results should be used to develop and improve
tiaining programs. As part of an initiative which seeks to improve and
standardize service at all of its Microtel holdings, Essex Partners, Inc., in
conjunction with the RIT School of Food Hotel and Travel Management and this
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author, hopes to develop a comprehensive mystery shopping program, the
results of which will be applied to the development of a new operations manual
and an integrative tiaining initiative. This study will provide a benchmark for
further mystery shopping surveys at Essex properties.
The ultimate goal of this study will be to determine how mystery
shopping can best be used as a tool for service quality improvement at the Essex
Partners, Inc. Microtel holdings. This goal will be accomplished in two steps.
First, the study will evaluate the process of developing a mystery shopping
program which is based on operational procedures and objectives. Second, the
importance of applying results of mystery shopping programs to the
development of a comprehensive tiaining program will be examined.
It is hypothesized that the literature found on mystery shopping will
reveal a lack of consistent program design, implementation and application to
the hospitality industry, revealing a need to determine a method for developing
mystery shopping programs that can be used by hospitality organizations. The
null hypothesis is that literature will reveal that mystery shopping programs are
currently being implemented appropriately in the hospitality industry and,
therefore, there is no need to determine a method of developing programs for
the hospitality industry.
The significance of this study lies in the uniqueness of the topic and the
case study application. First, there is a lack of academic research in mystery
shopping in general, and an even greater lack in research applied specifically to
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the hospitality industry. Therefore, this study will contribute to the existent
body of knowledge on mystery shopping and its application in the hospitality
industry. The analysis of the systematic development of a mystery shopping
form and analysis of the impact on tiaining program development are also
distinguishing features of this analysis. Use of this study as a springboard for
further research into mystery shopping in hospitality organizations and the
design ofmystery shopping surveys should prove significant.
LiteratureReview
The role mystery shopping plays in promoting service quality has not
been well explored in current literature. The goal of this project is to determine
how a mystery shopping program should be designed and used in order to
develop targeted tiaining programs that help enhance service quality and
hospitality effectiveness, ultimately impacting revenues and profits. To
determine the best method of accomplishing this goal, literature from four areas
was reviewed; customer satisfaction and service quality, performance
measurement and tiaining, survey design and mystery shopping. The literature
within these areas, while useful in developing standards for mystery shopping
program development, reveals a lack of attention to mystery shopping and
points toward a need for further research in this area.
Customer Satisfaction and Service Quality
Clearly, there is a plethora of literature on customer satisfaction and
service quality. As an area of interest for organizations as varied as hotels,
banks, and manufacturing plants, writers have written prolifically on these
topics. However, when the din of articles and books is sorted through, several
key themes emerge.
The importance of customer satisfaction and service quality is explored
throughout the literature in these areas. The nature of services themselves
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makes attention to quality and customer satisfaction paramount. Since services
are consumed at the same time as they are produced, customers are at the mercy
of service firms to deliver what they have promised in the manner in which they
promised. Considering that services cannot be returned or fixed after they are
delivered, satisfaction with the service upon delivery is key to maintaining
customer loyalty (Fitzsimmons & Fitzsimmons, 1994; Fisher, 1997). The concept
of moments of truth (Carlzon, 1987) highHghts the importance of satisfying
customers in every contact. "In Carlzon's conception of service, the company
exists in the minds of its customers only during those incidents when they come
into direct contact with specific aspects of its operation"(Albrecht, 1988, p. 25).
If moments of truth are unsatisfying for the customer or if the quality of the
service during the moment of truth does not meet the customer's expectations,
the company ceases to exist for the customer and all future sales possibilities are
impacted. Clow and Vorhies (1993) further this claim by stating that service
quality increases patronage, provides competitive advantage and promotes long
term profitability for the firm.
Understanding expectations is another key theme in the customer
satisfaction and service quality literature. Customer satisfaction with service
delivery is generally determined by comparing perceptions of service received
with expectations of service as desired. (Heskett, Sasser & Hart, 1990; Clow, et.
al., 1993; Fitzsimmons, et. al., 1994; Iacobucci, Olstiom & Grayson, 1995;
Marshall, 1997). Merely meeting expectations is not enough to ensure
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satisfaction or repeat patronage (Taher, Leigh, & French, 1996). Rather, service
providers must develop strategies to measure customer expectations and exceed
them in order to maintain customer satisfaction and, therefore, increase
profitability. Expectations are often difficult to define and measure since many
customers do not know what they expect or should expect from a service,
particularly if it is the first time they have used the service. Discovering
customer needs and expectations can help a service firm achieve an edge on the
competition because the firm will be able to meet and exceed those expectations
(Wyckoff, 1984). The difficulty with exceeding expectations is that, once a
customer's expectations have been exceeded, the expectation for future service
encounters is raised, thereby forcing the service provider to raise service
standards once again in the hopes of mamtaining customer satisfaction. It is a
never-ending spiral of redefining expectations and service offerings (Schaaf,
1995).
Exceeding expectations, while helping to improve customer satisfaction,
does not guarantee customer loyalty, but it is a strong step toward developing
long-term customer relationships. Loyalty is variously referred to throughout
the literature as customer value and emotional bond building, all of which
analyze the process by which customers come to rely on a particular service,
recommend it to friends, and withstand "the blandishments of other providers"
(Butz & Goodstein, 1996, p. 63). Mamtaining loyalty, or lowering customer
defection rates, has been shown to be a more profitable strategy than gaining
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market share or reducing costs. Finding new customers to replace defecting ones
is much more expensive than using marketing resources to develop customer
loyalty and build customer relationships. Loyal customers may also be willing to
pay a higher price because they value maintaining the relationship with the
service provider, thus improving profit potential even further (Jones & Sasser,
1995; Zeithaml, Berry & Parasuraman, 1996).
Customer satisfaction and service quality are promoted through the
development of a service delivery system designed with the customer in mind
and targeted to the customer's needs and expectations. Services need to be
designed to respond to individual customer's needs. The trend toward
standardization removes some of the personal touch of services, and may in fact
lead to lower levels of satisfaction despite improved productivity and the
elimination of bias (Wyckoff, 1984). Empowering front-line employees to deliver
quality and meet customer expectations is a key feature of the service delivery
system (Carlzon, 1987; Lewis & Nightingale, 1991; Johnson, 1997). Some service
organizations, in their quest to exceed expectations, design their services without
the customer in mind and end up providing a quality service that no one seems
to want (Brancatelli, 1996). Again, the need to consult customers regarding their
desires is Hghlighted.
Finally, a theme running throughout literature on service quality and
customer satisfaction is the need for and difficulty inmeasuring satisfaction and
quality. Most service organizations rely on post-service customer evaluations or
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comment cards to determine levels of satisfaction. While certainly useful, such
measures do Utile to improve service recovery attempts because by the time the
customer fills out the survey, he or she has generally already defected if
dissatisfiedwith a service organization's performance. The dimensions bywhich
customers judge service qualitywere found by the developers of the SERVQUAL
instrument to be rehability, responsiveness, assurance, empathy and tangibles
(Fitzsimmons, et. al., 1994, p.189). The SERVQUAL method has been used in
many industries to measure these dimensions of service quality and make
predictions regarding customer behavior. Other measures adapted from
manufacturing include the use of control charts, blueprinting, and fishbone
diagrams to determine whether or not a service is meeting customer
expectations. However, these methods do little to solve the problem of how to
measure expectations in the first place. Nor do they predict loyalty and
customer bonding. Butz and Goodstein (1996) explore the process of
understanding the customer in order to increase customer bonding. This
involves knowing not only if the customer uses a product or service, but why
and what problems occur during the use of the service. It involves
understanding how customers define success and how service providers can
help make the customer more successful. Finally, it involves knowing how the
customermakes a selection decision and under what circumstances the customer
might be lost. Collecting such data may involve surveys, interviews, and other
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data-gathering methods. The information should then be analyzed and used to
make changes in service offerings or strategies.
Measuring customer satisfaction, while important, is clearly not an easily
accomplished objective. In his examination of the myths of customer
satisfaction, Rosenberg (1996), highlights some of the key reasons for this
difficulty. Customer satisfaction is not objective, it is a psychological attitude
and can only be observed indirectly by asking people their opinions and
observingwhat they do. Since satisfaction is an attitude, it is difficult tomeasure
accurately. The use of rating scales offers a limited range of values and most
satisfaction surveys use small sample sizes and, therefore, can only detect large
changes in satisfaction ratings. Measurements like percentages of highly
satisfied respondents or a weighted sum of all responses are determined to be a
more usefulmeasures than just taking a mean rating of survey scores.
It is axiomatic that customer satisfaction and service quality are critical
elements in the quest for service improvement and improved profitability of
service organizations. Current programs that focus on the need to listen to the
voice of the customer and design services and delivery systems with customer
requirements in mind are the result of a recognition that the status quo will not
suffice in the future. Collecting satisfaction information through the use of
customer surveys and comment cards is the rage of the service industry.
However, many attempts to improve satisfaction are hampered by the fact that,
once collected, volumes of data and information are frequently left unanalyzed,
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unused and unapplied. So, while organizations pay Up service to the need for
service quality and satisfaction improvements, they may do little to actually
implement the strategies indicated bymeasurement results (Goodman, DePalma,
& Broetzmann, 1996).
Performance Measurement and Training
Service quality is determined by service providers, particularly the front
line employees who interact with customers. Therefore, how employees are
trained and how their performance is measured are key concepts in the quest to
understand how to improve service quality. Performance measurement
literature focuses generally on what to measure and how to measure it, while
tiaining literature is generally geared toward promoting the need for tiaining
and the obstacles to implementing tiaining programs.
Performance measurement systems developed as a way to monitor and
maintain organizational control. Historically, these measurements concentrated
on financial information, reflecting the emphasis in accounting and financial
literature on the needs of shareholders. However, as Brignall and Ballantine
(1996) indicate, there are many stakeholders in any organization, both internal
and external, whose needs should be reflected in the performance measurement
system. While focusing on financialmeasures of organizational performance will
undoubtedly highlight management problems, they fail to indicate where the
organization fell short or how to improve the situation. Furthermore,
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organizational success depends not only on the achievement of financial
measures, but also on how well the organization adapts to its environment.
Success is a multidimensional concept that changes over time and between
various individuals and groups. This is particularly true in a service economy,
where corporate strategies and success are generally dependent on non-financial
measures of performance.
Current literature focuses on the need for new types of performance
measurement, at various levels of the organization. One such approach is to
concentrate performance measurement on strategic business units, where
managers can select and implement a performance measurement strategy
specific to their unit needs. Examples of performance measures other than
financial performance include quality of service (reliabiHty, responsiveness,
appearance, comfort, friendliness, availability, etc.), innovation, flexibility and
resource utilization. Measures are then taken at many levels, including the
corporate level and the strategic business unit level, allowing for the
measurement of the multiple dimensions of performance. What gets monitored
and what type ofmonitor is weighted more heavily than others is determined by
the management style promoted by the organization and the goals of the
business units. For example, organizations adopting a financial control style will
weight financial measures more heavily than other measures, while those
adopting a strategic control style will have measures across all dimensions
consistentwith theirmission and strategy (Brignall & Ballantine, 1996).
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Performance measurement is a powerful tool, with the ability to change
behavior and the way people think. However, the success of performance
measures depends on the willingness to accept them. People need to be told
what is in it for them in order for them to accept the measurement of their
performance (Sylvain, 1993). Convincing employees of the need for and value of
performance measurement is critical to service quality improvement programs.
Consumers use many cues to infer the quality of goods and services and
employee performance is a critical determinant of perceived service quality.
Measuring performance is these key areas then becomes vitally important to
organizational success. Hartline and Jones (1996) explore the types of cues
customers use to infer service quality in a hotel service environment and find
that front desk, housekeeping and parking employee performance have
significant effects on perceived quality, while front desk and room service
employee performance have significant effects on perceived value. Finally, the
performance of housekeeping staff has a direct effect on word-of -mouth
intentions. Clearly, measuring performance of staff in these areas would help
identify problem areas and, ultimately, improve organizational performance as a
whole.
Once performance measures are taken, determinations ofwhat to do with
the measurement informationmust be made. As indicated earlier in this review,
a problem with many organizations that have jumped on the service
improvement bandwagon is that theymeasure many things, but do nothing with
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the volumes of information they collect. Continuous measurement and
continuous improvement depend on effective tiaining programs designed to
attack the areas identified for development through performance measurements.
Hospitality organizations are particularly vulnerable to the perception that
tiaining is a nice extra, but not a requirement for organizational success
(Educational Institute, 1991; Herman & Eller, 1991). Managers have often settled
for warm bodies in jobs for which employees were untrained and unsuited.
Furthermore, hospitality has traditionally been devalued as an occupation, seen
as servility, not service. As a result, the "best and
brightest"
are unlikely to
choose hospitality careers. While little research has been conducted on tiaining
in the hospitality industry, it appears thatmost of the tiaining that does occur is
for managers (Herman, et. al., 1991). Training can give employees a sense that
they are part of an organization and have a defined career path. With lodging
properties spending an average of $2500 to replace each employee they lose and
the typical property needing to replace 60% of its staff every year (Educational
Institute, 1991), the need for consistent and focused tiaining programs becomes
even more apparent.
Training has traditionally been the last thing to be implemented and the
first thing cut when budgets are tightened. However, while most front-line
hospitality workers still receive little more than on-the-job tiaining under the
guidance of other overburdened co-workers, some organizations are beginning
to recognize the need for more consistent and focused training efforts. Ramada
17
recently introduced a 150-component employee and customer relations program
called "Personal Best" (Miller, 1997). The program is designed with the
recognition that retaining customers depends on trained and motivated
employees. Ramada president Steve Delmonte estimates that if each day, every
property saved one guest from going somewhere else, itwould equal $20 million
in incremental revenue for the Ramada system. The new program is a corporate
culture change that focuses on tiaining and motivating employees, thereby
improving quality of service and profit potential.
Other organizations have formed partnerships with schools and
businesses to develop comprehensive tiaining for their employees (Herman, et.
al., 1991; Theibert, 1996). Key points for any program are identified as task
checklists, performance feedback, goal setting, and reinforcements (LaFleur &
Hyten, 1995). As more organizations begin to adopt tiaining programs aimed at
improving the key indicators of performance success, hospitality organizations
are likely to recruit and retain workers, experience lower turnover rates, keep
well-run operations afloat, and realize the economic potential of the industry
even in hard times (Herman, et. al., 1991).
Survey Design
As perceptions of quality measurements change, so do the tools used to
gather information about how well organizations are meeting quality standards
set by their customers. Customer satisfaction surveys are now a popular method
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of gathering data on customer requirements and perceptions. The majority of
the literature on survey design is concentrated in the area of customer
satisfaction surveys, includingmail and telephone survey design. The principals
explored in this literature apply equally well to the design of mystery shopper
forms, although there is virtually no research indicating themost effective design
for amystery shopper form.
A key point emphasized in much of the literature on survey design is
gathering customer requirements before implementing a survey program
(Hayes, 1992; Henry, 1994; Nogaml, 1996). Hayes (1992) examines the need to
determine quality dimensions, i.e. those characteristics of a service on which
customers base their opinions about the service. Quality dimensions suggested
by Parasuraman, Zeithaml, and Berry (1985) are tangibles, rehabiHty,
responsiveness, assurance and empathy (Hayes, 1992, p. 7). Surveys that
measure these dimensions are more likely to be valuable in determining
customer attitudes and predicting behavior. Focus group interviewing is a
popular method of developing customer surveys based on customer
requirements (Henry, 1994). The critical incident approach, which identifies
organizational performance from the customer's perspective, is also useful in
generating quality dimensions to be measured. Finally, reviewing existing
literature is identified as a key process in determining quality dimensions.
After identifying quality dimensions, a tool for measuring those
dimensions must be designed. This is not a simple process, particularly when
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considering that locations, properties, etc. may vary greatly in their quality
dimensions (Getty & Thompson, 1994). Each survey must be tailored to the
location at which it will be implemented in order to achieve a valid measure of
quality and customer satisfaction. Whenever a survey is conducted, customer
expectations are raised, therefore, only questions that focus on items thatwill be
taken seriously should be asked (Holcomb, 1994; Nogaml, 1996). Questions on
surveys should be specific and ask for exactly what the surveyor wants to get
from the survey, i.e. an attitude, a behavior indication, etc. Finally, surveys
should not be too long and should take less than 30 minutes to complete
(Dillman, 1978; Nogaml, 1996).
While it seems self-evident that items on a survey should be weighted
according to the importance to the assessment of quality within the organization,
there is essentially no literature on the value of this procedure or how to
accomplish the goal. Brignall and Ballantine (1996) identify the need to weight
performance measures across various levels of an organization, but do not
indicate the best method of weighting items, nor the perceived value in the
procedure. Despite this lack of professional consideration, it is the opinion of
this author that weighting items in any type of a survey will allow for more
accurate survey results and produce better indicators of where recovery efforts
should be focused.
20
Mystery Shopping
While largely ignored in academic literature, mystery shopping is a hot
topic of discussion on the internet, indicating its importance as a tool for service
quality improvement. While academic journals tend to be slow in responding to
trends, the internet is a medium which allows almost instantaneous reaction to
changes and trends. It is no surprise, then, that the majority of the information
on what mystery shopping is, how to do it and why to do it is found in internet
and trade journal sources.
Mystery shopping provides companies with a means of monitoring
service from the customer's perspective. It is an evaluation of the
shopping/buying experience provided by trained shoppers/customers who
know in advance what they are to evaluate (Brown, 1988; Crosby, 1993;
Michelson, 1997). Shoppers pose as ordinary customers and provide detailed
evaluations of their experience using written reports or questionnaires. It is used
to evaluate employee service and sales performance, among other uses. Many
progressive companies incorporate mystery shopping with employee
training/incentive programs and customer satisfaction (Dorman, 1994;
Michelson, 1997). Mystery shopping helps organizations evaluate the details, the
"moments of truth" that customers experience on a daily basis.
Mandigo (1997) suggests that perceptive managers will occasionally call
their hotel from outside and listen to the way a call is handled. Or they will try
responding to an advertisement to see if the handling of the call is in line with
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the hotel's marketing program. While not specifically identifying mystery
shopping, this is a clear indication of the need for evaluations of the customer
experience, such as those provided by mystery shopping evaluations. By
measuring precisely where in the organization the service process breaks down,
mystery shopping is a measurement of potential customer dissatisfaction and,
thus, lost revenue (Burnside, 1994). It's power comes from its ability to be used
as tiaining tool because it provides insight into management's objectives and
provides tangible information on where improvements should be made (Brown,
1988; Dorman, 1994).
Several key aspects of a mystery shopping program will determine its
success. These include a properly designed mystery shopping form and
program, commitment to the program, well trained shoppers and proper use of
the results. Mystery shopping forms should follow all the rules of good survey
design detailed in the Survey Design section of this review. It should be
designed realistically and objectively (Burnside, 1994). Items measured should
be built around prior knowledge of the performances that influence customer
satisfaction and be observable behaviors (Crosby, 1993). The form should be
shown to the employees before the program begins so they know what
management is looking for. Employees should be reminded that any customer
could be a mystery shopper. Employees should be told that the program is for
their benefit and not intended to catch them doing something wrong (Michelson,
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1997). Finally, commitment to amystery shopping program must come from the
topmanagement level (Dwek, 1996).
The shopper who conducts amystery shop has a tremendous influence on
the results of the program. Most shoppers are independent contractors working
for market research or service quality consulting firms. Many companies obtain
contracts around the country and, therefore, employ shoppers from around the
country as well. This decentralization of control means many mystery shoppers
are untrained in conducting performance evaluations, significantly affecting the
results of a program (Michelson, 1997). There is a long-running debate about
whether shoppers should be informed, trained professionals or amateurs (Dwek,
1996). While amateurs may be closer to the nature of actual customers, shoppers
can be trained tomatch the exact customer profile being analyzed. The key point
is that shoppers-perceive reality, and the shopping experience, in the same way
as normal customers (Crosby, 1993). In some situations, a shopper may need to
be trained in a defined set of behaviors, designed to elicit a particular response
from an employee. This allows for a more objective gauge of whether an
employee is being courteous or not, rather than a subjective opinion that could
vary widely.
The use of the results of the mystery shopping program is perhaps the
most key element affecting success of the program. Mystery shopping results
should be used as a basis for reward and tiaining, rather than as punishment
(Edelhart, 1996). When employees are worried about losing their jobs, chances
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are that they will not focus their attention on serving the customer. Rewarding
employees for appreciated behavior or using results to retrain employees is a
muchmore effective use of the mystery shopping results. Results should be used
as incentives to perform well in the future. Results of consecutive shops should
be compared, recognizing that everyone has a bad day but no one should score
consistently low on shopper reports (Michelson, 1997). It is critical that results be
used to reward and retrain employees (Brown, 1988). Finally, mystery shopping
should be a part of a comprehensive program to change the service culture and
improve customer satisfaction (Dorman, 1994; Dwek, 1996).
Conclusion
The literature on customer satisfaction and service quality, performance
measurement and tiaining, survey design and mystery shopping clearly points
toward a direction for mystery shopping program development. The issues are
intricately related and depend upon each other. The importance of customer
satisfaction and service quality on revenues and profits cannot be denied.
Measuring employee performance accurately and tiaining staff members for
improved performance is critical in the attempt to enhance customer satisfaction.
Designing customer surveys and shopper evaluation forms appropriately will
enhance data received on customer satisfaction and employee performance.
Finally, developing a mystery shopper program using well designed forms will
allow for more accurate measures of employee performance and more
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appropriate indicators for tiaining direction. While the current academic
community has not embraced mystery shopping as a topic for prolific literature,
this examination of literature on related topics clearly indicates that mystery
shopping can be used as a powerful tool for service quality enhancement.
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Methodology
The design of this study was based upon the goals of project. Ultimately,
the purpose of the project was to determine a method of developing and
implementing a mystery shopper program that would help identify tiaining
needs in an economy motel group. In order to fulfill this purpose, a systematic
process of designing a shopper form and program was undertaken.
Sample and Setting
This study took place inwesternNew York over a two month time period
during the spring of 1997. Essex Partners, Inc. twelve Microtel properties served
as the population for the study. All twelve locations were part of the telephone
reservation process shop, while actual visits were limited to a five property
sample in western New York and eastern Pennsylvania. The five property
sample was determined by driving distance to the location from Rochester, New
York. Other properties will eventually be mystery shopped as well, butwere not
included in the time period of this study.
Mystery Shopper Sheet Development
The instrument used to mystery shop the reservation system and actual
property visits was developed by the author in collaboration with a
representative from Essex Partners, Inc. General items to be included on the
sheet were brainstormed and given to the Essex representative, who then
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changed, added and deleted items as needed. Each item was then given a
weight according to Essex's determination of the item's importance in affecting
customer satisfaction.
It should be noted at this point that this method is likely not the most
desirable way to develop a mystery shopper sheet, but was the chosen method
due to time restrictions. Ideally, customer focus groups would be held to
identify items critical to satisfaction and their relative importance and weight.
Also, a more accurate method to determine point values would be to begin with
a more top-down approach. Identifying total points for the entire sheet,
determining relative importance of each section (Switchboard, Reservations,
Rooms, etc.), then determining which items in those sections were most
important, second most important, etc. would likely result in a sheet with
weights that more clearly represented determinations of relative importance.
For example, the method used involved looking at a list of items related to
reservations and deciding that asking if the customer had stayed at the property
before was worth seven points and determining the number of guests in the
room was worth two points, etc. This resulted in total points possible equaling
141. After repeating this process for each section, the grand total points came out
to be 218 for the reservation sheet and 980 for the visit sheet.
An alternative method would be to start by determining the visit sheet
should be worth 1000 points. There are six sections on the sheet - Switchboard;
Reservations; Lobby, Halls and Stairways; Check-In; Check-Out; and Rooms. Of
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these, Reservations and Check-Outmay be determined to be the most important.
These most critical sections should be worth fifty percent of the total points, or
500 points. Therefore, each section should be worth 250 points. The next most
important sections are decided to be Check-In and Switchboard. These should
be worth thirty percent of the total, or 300 points. So, each section should be 150
points. The final two sections, Rooms and Lobby, Halls and Stairways should be
worth twenty percent of the total, or 100 points each. Each section is then broken
down in a similar manner, with the most important items getting a larger
percentage of the total points then less important items. While certainly more
time consuming then the bottom-up approach utilized for this study, this
method is, at least on the surface, a more systematic method of weighting items
on amystery shopper form.
After deciding on items to be included and their weights, the sheet was
created using Microsoft Excel 7.0. Items were typed, point values entered, and
formulas developed for calculating points automatically when items were
checked. If the "yes" column received an "x", the total points were allocated. If
the half points column was marked, the points were split and half were
allocated. If the "no" column was marked, no points were given. Finally, if the
"N/A"
column was marked, the total point amount was added to the "Points
N/A"
and used when converting the score. Formulas for determining total
points, percentages and scores converted by adding non-applicable points to the
points received appeared at the top of the form and automatically calculated the
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desired score. A cover sheet then drew scores from all sections together to
determine total scores. Separate cover sheets for the reservation process shop
and visit shops provided separate point calculations. Examples of sheets with
formulas appear in the appendix of this document.
Implementation Process
Once developed, themystery shopper form became an integral part of the
study design. The reservation system shop process involved calling each of the
twelve Essex Microtel properties seven to nine times and making reservations
under various names. Reservationists were evaluated on all of the items in the
Switchboard and Reservations sections of the form, including accuracy and
promptness of the responses, helpfulness and additional selling technique.
Attemptswere made to call each property during several time periods, including
days, evenings and weekends to try to evaluate several different reservationists.
Results were entered into the Excel spreadsheet and completed forms were
printed and delivered to Essex corporate headquarters within three working
days of the call to assure prompt feedback to the properties. Essex headquarters
personnel then canceled all reservations using their internal computer system.
Visit shops involved a similar process. Reservations were generally made
one day prior to the visit and confirmed for late arrival. Arrivals were timed
between 7:00 p.m. and 11:00 p.m. and departures occurred between 8:00 a.m. and
10:00 a.m. to try to maintain consistency across properties. Ideally, all visits
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would have taken place either on weekdays or weekends, but time constraints
were prohibitive in this regard. Attempts were made to contact front desk
personnel on occasions other than check-in and check-out to ask questions, etc.,
allowing for more in-depth evaluation of their service attitude and knowledge.
Again, forms were completed and distributed within a few days of the visit.
After completing all calls and visits, point values from each sheet were
entered into a Minitabs program for statistical analysis. Mean values obtained
from this analysis were used to develop charts and spreadsheets in Excel. Charts
were used for comparison purposes across the properties. Spreadsheets
contained formulas designed to determine whethermean scores indicated a need
for tiaining on each mystery shopper form item. If the difference between the
mean score and the points possible on the item was greater than or equal to fifty
percent of the points possible a training needed indicator was placed on the item
(see appendix). Unfortunately, items with high incidences of non-applicable
items on the shopper form and, thus, low mean scores consistently indicated
tiaining needed, when in reality the items were simply not applicable.
Therefore, these items had to be identified during the data analysis phase of the
study.
Finally, each of the items on the shopper form were put into SERVQUAL
categories and totals and percentages for each of the categories were determined.
This was done to identify which of the SERVQUAL categories the properties
were excelling in andwhich categories needed additional tiaining attention.
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Assumptions
Several important assumptions underlie the design of this study. First, as
previously indicated, customers were not consulted when identifying items and
weights for the mystery shopper form. It is, therefore, assumed that items and
weights identified by Essex personnel reflect customer values. Second, since
weights for the items were determined using and item by item method, rather
than the top-down approach identified as preferable, it is assumed that the
differences that would have resulted from using the top-down method are not
statistically significant. Third, it is assumed that single visits to the five
properties, while clearly not a statistically significant sample, are enough to
indicate potential trends throughout Essex Microtel properties. Finally, it is
assumed that seven to nine reservation calls to each property, or a total of 99
calls, is a large enough sample to indicate trends in the reservation system
tiaining.
31
DataAnalysis
Developing an effective mystery shopper program depends on designing
the best mystery shopper form, applying the form consistently and utilizing the
results to improve tiaining programs and determine future operational
objectives. As indicated in the previous chapter, the design of the form used in
this study was based on the operational objectives of Essex Partners, Inc. and,
therefore, the form reflects the goals of the corporation. The form was used to
analyze the reservations system of twelve Microtel properties and to analyze the
entire operation of five northeastern Microtel properties. Results of both the
reservation shop and the visit shop programs can be analyzed in order to
determine where tiaining programs should be focused and, thus, where
additional financial supportmay be needed from the corporation.
A thorough analysis of the data provided by the Essex Microtel mystery
shopping program involves looking at overall results for all categories across
properties in order to determine which properties need tiaining or support in
each of the categories on the mystery shopper form. Additionally, training needs
by item will be established. Finally, results will be analyzed in terms of the
SERVQUAL categories in order to determine in which categories the properties
are doingwell and which need additional tiaining and emphasis. This thorough
analysis will provide ample data to help determine where Essex Partners, Inc.
should focus it's efforts in order to achieve its operational goals and objectives.
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Category Comparisons by Property
The mystery shopper form was broken down into seven categories;
Switchboard; Reservations; Lobby, Elevators, Parking Lots and Hallways; Check-
in with Reservation; Check-in without Reservation; Check-out; and Rooms (See
Appendix A for form example). Comparing overall converted percentage means
will provide an indication of which properties are performing well in each of the
categories and which need additional support and tiaining in order to reach
corporate standards. Recall that the overall converted percentage mean was
determined by adding all points received and all points non-applicable and
dividing by the total points possible in order to achieve the converted
percentage. Means for the entire shop of the property were then determined.
Overall Reservation Shop Converted PercentageMeans
The Reservation shop procedure involved completing the Switchboard
and Reservation categories of themystery shopper form, providing a total of 218
points. Reservation shop means are based on the seven to nine reservation calls
made to each of the twelve Essex Microtel holdings. A total of ninety-nine calls
were made to the properties. Attempts were made to contact each of the
properties at various points throughout the day, including standard working
hours, evenings and weekends, in order to gain a fuller picture of the total
reservation system operations. Since several calls were made to each of the
properties, mean scores provide a good indication of which properties need to
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improve reservation operations and which provide consistently good service in
the switchboard and reservations categories.
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As indicated above, while there are minor variations in all properties,
three properties score consistently below the overall average for reservation
operations. This indicates a need for tiaining and support at the Birmingham,
Chattanooga and Youngstown facilities. Further emphasis of Essex
management's goals for reservation operations and tiaining of staff on overall
reservation operations are clearly needed at these properties. Details on
precisely where the properties fall short of average can be found in the section of
this documentwhich focuses on training needs by item.
34
OverallVisit Shop Converted Percentage Means
Visit shop means are based on single visits to five northeastern Microtel
properties. Arrivals at each of the properties were timed for late evening and
departures occurred mid-morning the following day in order to provide some
consistency to the evaluation of various operations. Since the sample size for
each property is only one, the results are clearly not statistically significant.
However, since most motel guests will give a property only one chance to
succeed before moving on to alternative offerings, results do provide a good
indication of what customers may perceive on first impression of a property.
Therefore, the results provided by this study are significant in that they are
manifestations of true customer experience - harnessing the true power of
mystery shopping.
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Results for visit shop means vary widely, indicating potential wide
variation in overall property quality. Again, since the results are based on single
visits, they should be interpreted with caution. Variations are likely to be
diminished with repeated visits. Yet, based on single, first impression visits, it is
clear that the Carrier Circle and Lancaster properties perform below average on
overall visit quality, with the Lehigh and Erie properties significantly above the
average for property visits. For further indications of areas where the properties
in question need improvement see subsequent sections of this document.
Switchboard Converted Percentage Means (Reservation Shop)
Recall that the Reservation Shop means are based on seven to nine calls to
each of the properties, providing a good indication of each property's strengths
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and weaknesses. The Switchboard category provided seventy-seven of the 218
points possible on the Reservation Shop form, or 35% of the total points for each
Reservation Shop.
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Switchboard means indicate that the same properties that performed
below average on the overall Reservation Shop (Birmingham, Chattanooga, and
Youngstown) performed below average in Switchboard operations as well.
Properties performing above average included Erie, Lancaster and Watertown.
Essex Partners, Inc. should examine the specific results for each call and the
tiaining needs analysis later in this document to determine where the indicated
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properties need improvement and, thus, where tiaining dollars should be
concentrated.
Reservation Converted PercentageMeans (Reservation Shop)
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The Reservation category represents 141 of the 218 points possible on the
Reservation Shop form, or 65% of the total points. It is, therefore, not surprising
that the properties performing below average overall performed below average
in Reservations as well. Examining the results from the properties performing
exceptionally well, Columbus, South Charleston and Watertown, can provide
information on what the high performing properties are doing well and where
the lower performing properties can improve.
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Switchboard Converted PercentageMeans (Visit Shop)
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Results for switchboard operations for the Visit Shop are based on the
single call to each of the visited properties prior to the actual visit. Calls were
generally made one day in advance of the visit in order to make a reservation at
he property. The Switchboard category represented seventy-seven of the 980
points possible on the visit form, or 8% of the total points possible. Clearly, there
are wide variations in property results, with Carrier Circle, Erie and Lancaster
performing significantly below Lehigh and Watertown. These results are
different from the those found during the Reservation Shop, probably because of
the difference in sample size. However, this does not diminish the importance of
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these results because, as noted previously, most customers will not give a
propertymore than one chance to prove itself.
ReservationConverted PercentageMeans (Visit Shop)
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The Reservation category represented 141 of the 980 (14%) points possible
on the visit form. While variations are not as clear as those in the Switchboard
category, the Erie and Lancaster properties still performed below average. Since
Erie performed well overall on the Visit Shop, clearly reservations is an area
where improvements need to be made at this generally high performing
property, while Carrier Circle performed well in reservations yet below average
overall, indicating a strength that should be capitalized on at this property.
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Lobby, Elevators, Parking Lots and Hallways Converted
PercentageMeans
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The Lobby, Elevators, Parking Lot and Hallways category represents 121
or 12% of the total points possible on the visit form. While this is not a major
portion of the total points, the importance of this category cannot be
underestimated. Customers form impressions of a property when driving into
the parking lot and entering the lobby. If these areas are not impressive, the
overall impression formed by the customer is likely to be negative. Erie was well
above average in this area, while Carrier Circle and Lancaster need significant
41
improvement in these areas. For details on where exactly tiaining is needed, see
subsequent sections of this document.
Check-Inwith ReservationConverted PercentageMeans
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All visits were made with a reservation, therefore, the Check-In with
Reservation category was the only check-in category utilized. It represented 123
or 12.5% of the total points possible. Like the lobby category, the importance of
this category cannot be underestimated, as it helps the customer form his or her
first impression of the property. Variations among the properties were less
noticeable in this category than in others, indicating fairly consistent operations
and a diminished need for tiaining in this area than in other categories.
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Check-Out Converted PercentageMeans
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Check-out operations represented 134 points, or 13.7% of the total points
possible. Carrier Circle and Lancaster performed below average in this area,
indicating a need for focused tiaining at these properties. As the last contact a
customer has with property personnel, check-out represents an important final
impression operation.
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Rooms Converted Percentage Means
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Representing 240 points, or nearly 25% of the total points possible on the
visit form, the Rooms category clearly influences overall visit scores significantly.
Its importance is clear. However, considering that variations in room quality are
less extreme than variations in other categories, training needs in this area are
less apparent than those in other categories. Details on item specific tiaining
needs provided in the next section should be examined.
Training Needs by Item
Training needs for each item on the mystery shopper form were
determined by comparing the mean score for the item at each property to the
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points possible. Items with mean scores less than or equal to half the points
possible were designated with a TN (Training Needed), indicating a need for
training on the item. Since the mean score for items with high incidences ofNA
(non-applicable) responses is lowered, a Training Needed indicator is likely to
occur for these items, even if tiaining is not warranted for the items. Items
which fall into this category are indicated in the sections below. Since the
Reservation Shop procedure provided a more complete view of the Switchboard
and Reservation categories, tiaining needs for these areas are analyzed using the
Reservation Shop results, rather than the Visit Shop results. All other categories
are analyzed using the Visit Shop results.
Switchboard Training Needs (Reservation Shop)
As indicated in the charts on the following pages, switchboard operations
are, in general, fairly good. However, several key points must be addressed.
Training Needed (TN) indicators appear consistently on the hold and hold
information categories. This is due to a large number of N/A responses and
should not be interpreted as a need for tiaining in these areas, although several
calls did result in significant hold times and should be addressed at the
properties in question. The following information should be taken from these
spreadsheets:
The Proper Time of Day category shows TN indicators at the Birmingham,
Chattanooga, Youngstown and Watertown categories, indicating a need for
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tiaining on saying "Good Morning", etc. when answering the telephone at
these properties.
The South Charleston property shows a need for tiaining in enunciation and
greeting clarity.
The Chattanooga property shows a TN indicator in the Operator
Polite/Professional category, indicating a need for politeness and
professionalism tiaining at this property.
Birmingham, Carrier Circle, Chattanooga, Columbus, South Charleston, and
Youngstown show TN indicators in the Closed Politely category, indicating
a need for tiaining in saying "have a nice day", etc. when closing a call.
Birmingham, Chattanooga, South Charleston, and Youngstown show TN
indicators in the Switchboard Process WOW category, showing a need for
overall tiaining in Switchboard operations at this property.
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Reservation Training Needs (Reservation Shop)
Reservation operations at all properties show a large number of Training
Needed indicators. This is only partially due to the fact that several items had a
large number of N/A responses. Reservation operations at all properties were
inconsistent and tiaining on specific procedures is needed throughout the Essex
Microtel facuities.
The consistent appearance of TN indicators under the hold, hold
information, accommodating special requests, offering alternative dates or
waiting list, and obtaining credit card information are the result of the large
number ofN/A indicators and should not be interpreted as a need for tiaining.
The TN indicators in the offering to mail a brochure and confirmation categories
should be disregarded, as Essex personnel decided after the implementation of
the mystery shopper program that these procedures were prohibitively
expensive and not part ofMicrotel standard operating procedures.
Other important points regarding tiaining needs in the reservations
category are indicated below:
Birmingham, Chattanooga, Youngstown andWatertown show TN indicators
in the Proper Time of Day item, indicating a need for training on saying
"Good Morning'', etc. at these properties.
49
Youngstown shows a TN indicator in the Reservationist Polite/Professional
category, indicating a need for tiaining politeness and professionalism at this
property.
All properties EXCEPT Lancaster show TN indicators in the Quoted Rates
and Benefits item. Reservationists consistently neglected to quote the room
rate or offer any benefits of the hotel during reservation calls and tiaining in
this area is definitely needed.
Birmingham shows a TN indicator in the Got Number of Guests category,
indicating a need for tiaining on asking for the number of guests staying in
the room.
Birmingham, Chattanooga, Erie, Kingsport, Knoxville, Lancaster, Lehigh,
and South Charleston all show a need for tiaining on obtaining addresses
and phone numbers from telephone clients.
AH properties EXCEPT Kingsport and Watertown show a need for tiaining
in gathering company name.
All properties EXCEPT South Charleston and Watertown show a need for
tiaining in gathering information on market source for information about the
property.
Properties consistently show a need for tiaining in confirming all reservation
information, as indicated in the spreadsheets below.
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Lancaster shows a need for tiaining in offering a confirmation number after
the reservation is complete.
Birmingham, Chattanooga, Erie, Knoxville, and Youngstown show TN
indicators in the Reservationist Met Needs item. This indicates a need for
overall reservations tiaining at this property, particularly in gathering,
confirming and offering additional information and assistance. It also may
indicate a need for tiaining in customer relations and overall telephone
etiquette.
Chattanooga and Youngstown show a need for tiaining on closing
reservation calls politely.
Birmingham, Carrier Circle, Chattanooga, Knoxville, and Youngstown show
TN indicators in the Reservationist WOW item, indicating a need for tiaining
on overall telephone skills and customer relations at these properties.
Birmingham, Carrier Circle, Chattanooga, Kingsport, Knoxville, and
Youngstown show TN indicators in the Reservation Procedure WOW item,
indicating a need for tiaining on following established procedures and
gathering, confirming and obtaining additional information at these
properties
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Lobby, Elevators, Parking Lot and Hallways TrainingNeeds
The Lobby, Elevators, Parking Lot and Hallways category shows a
consistent need for tiaining in many areas at the majority of the five properties
visited. As indicated previously, this area of operations is particularly important
for first impressions and tiaining needs should be carefully considered.
The only areas of the categorywith a high number ofN/A responses and,
therefore, a false indication of tiaining needed are the lobby plants fresh looking
and elevators area. Most properties did not have plants in the lobby and,
therefore, have a high number ofN/A responses. The only property visited with
an elevator was the Erie property. All others had only stairways. The TN
indicators for Elevator Functioning and Elevator Clean at all other properties
should therefore be disregarded.
Other important points regarding tiaining needs in the lobby, elevator,
parking lot and hallways category are indicated below:
Lancaster and Lehigh show a need for tiaining on cleaning lobbywindows.
Carrier Circle, Lancaster and Watertown show need for clean lobby
furniture.
Carrier Circle and Lancaster show a TN indicator on the lobby floor clean
item.
All properties EXCEPT Erie show TN indicators in the no fingerprints on
glass in lobby item, denoting a need for tiaining on keeping glass clean.
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Carrier Circle, Lancaster and Watertown show a TN indicator in the lobby
carpet clean item.
Carrier Circle shows a need for tiaining on keeping tables in the lobby clean.
All properties show TN indicators in the Lobby WOW item, denoting a need
to improve the overall look and cleanliness of the lobby in order to improve
first impressions of customers.
Carrier Circle, Lancaster, andWatertown show TN indicators in the stairway
clean and stairway WOW items, indicating a need for tiaining on paying
closer attention to the often overlooked part of the hotel.
Lehigh shows a need for tiaining on parking lot cleanliness, while Carrier
Circle and Lancaster show a need for improved landscape attractiveness. All
three properties show TN indicators in the parking lotWOW item.
Lancaster and Watertown show a need for improved signage for vending
and ice machines.
Carrier Circle and Lancaster show a need for improved overall hallway
cleanliness.
Carrier Circle and Watertown show TN indicators in the hallway quiet item,
denoting a need for improved soundproofing or policing of late night noise
in the facility.
57
Carrier Circle, Erie, and Lancaster show TN indicators in the hall furniture
clean category, but this is likely duemore to a lack of furniture than furniture
cleanliness.
Lancaster and Watertown again show TN indicators in the signage good
item, indicating a need for better marking of directions toward various hotel
items.
Carrier Circle, Lancaster, and Watertown show TN indicators in the hallway
WOW item, denoting a need for overall hallway improvement.
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Check-Inwith Reservation Training Needs
As previously indicated, all visits were conducted with reservations,
therefore, the only check in category analyzed is the Check-In with Reservation
category. Overall, check-in operations were good at all properties, though some
tiaining needs were discovered.
Watertown staff did not greet customers within 15 seconds of entering the
lobby.
Lehigh did not correctly record the reservation and had the reservation for
the previous day.
Lancaster and Lehigh did not review room preferences with the customer.
Only the staff at Erie used the customer's name during the check-in process,
denoting a need for tiaining in the importance of this touch at all properties.
The Carrier Circle staff received low scores for politeness.
The Watertown clerkwas not very friendly.
The Carrier Circle staff did not look neat or professional.
The keys at Carrier Circle were not received in the proper manner, i.e. the
staff stated the room number aloud.
The overall check in process needs improvement at the Carrier Circle,
Lancaster and Watertown properties, as indicated by the TN indicators in
the Check-InWOW item.
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Check-Out Training Needs
Check-out procedures did not fair as well as check-in procedures during
property visits. This is particularly due to a lack of attention to procedures for
the Stay Smart program and a failure to ask if future reservations were required.
All properties show TN indicators in these areas, designating a need for overall
corporate tiaining and emphasis of these procedures.
Other important points on tiaining in the check out arena include:
Lancaster andWatertown staff did not greet the customer in 15 seconds.
Carrier Circle staff was not inviting.
Carrier Circle and Lancaster clerks did not wear neat uniforms.
Carrier Circle staff did not provide clear comments at all times.
Erie did not present the bill, butwaited for the customer to request a receipt.
As indicated above, all properties show a need for tiaining in Stay Smart
procedures.
All properties EXCEPT Erie show a need for tiaining in thanking the
customer for staying at the property.
All properties show TN indicators in the asked if future reservations were
needed and name used during interaction items, designating a need for
tiaining in these areas.
Carrier Circle and Lancaster show TN indicators in the departure address
polite item, indicating a need for tiaining in overall politeness.
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Carrier Circle, Erie andWatertown show TN indicators in the comment card
provided item, indicating a need for tiaining on getting comments from
customers.
All properties show TN indicators in the Check-OutWOW item, denoting a
need for overall tiaining in check-out operations and staff attitude.
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Rooms TrainingNeeds
While there were certainly tiaining needs discovered in the Rooms
category, no one item emerged as a tiaining issue at all properties, indicating that
rooms were fairly consistent and good throughout the properties. However,
some important points can be made about tiaining and needs at individual
properties.
Carpet at the Carrier Circle property was worn and the ceilingwas not clean.
Lights at the Lehigh propertywere not clean.
Windows at the Carrier Circle and Lehigh properties were not clean.
Drapes at the Carrier Circle propertywere worn.
Themovies at theWatertown propertywere notworking properly.
The counter at the Lancaster property was not clean.
Linens at the Carrier Circle propertywere not clean.
The information rack at the Watertown property was not well stocked and
therewas no comment card provided.
There were not adequate hangers in the Lancaster property.
There was no laundry bag provided at the Lancaster and Watertown
properties.
Locks at the Lancaster propertywere difficult to operate.
All properties show TN indicators in the ashtrays and smoke smell items
because a non-smoking room was always requested.
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The area under the bed was not clean at the Lancaster property.
The shower, tub and toilet show a need for improvement at the Erie,
Lancaster and Lehigh properties.
Towelswere not faced correctly at theWatertown property.
The showermat was not clean at all properties EXCEPT the Lehigh property.
All properties except Lancaster show TN indicators in special requests
category, due more to the fact that special requests were not made than to
the insufficient handling of them.
All except the Lehigh property show TN indicators in the Room WOW item,
denoting a need to improve overall room appearance and quality and bring
other properties into line with the highest rated property.
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SERVQUAL Category Analysis
The widely employed SERVQUAL instrument was designed to measure
five dimensions of service quality; rehability, responsiveness, assurance,
empathy and tangibles. Fitting each of the items on the mystery shopper form
into these quality dimensions allows for an analysis of how the Essex Microtel
properties are performing in each of the dimensions and provides additional
clues as to where tiaining efforts and funds should be focused. Items were
assigned to categories based on definitions of the various categories as provided
in the sections below. Some items could have been assigned to other categories
since they provided information about service in one or more dimensions. In
these cases, decisions were made based on the author's expertise as to where to
place the item. It should be noted, however, that another author may have
assigned the item to a different category, thus affecting the results of this
analysis.
Rehability
Reuability is "the ability to perform the promised service dependably and
accurately. Reliable service performance is a customer expectation and means
that the service, every time, is accomplished on time, in the same manner, and
without
errors"(Fitzsimmons and Fitzsimmons, 1994, p. 189). Items from the
mystery shopper form which fit into this category include all items relating to
consistency and dependability of service. The majority of the items came from
71
the Switchboard and Reservations sections of the form, with only four items
drawn from the Check-In and Check-Out sections of the form. The total number
of possible TN indicators for items in this dimension was 492. The total number
of TN's recorded was 242, yielding a 49% TN indicator rate. This denotes a
potential need for tiaining in rehability items, though the specific results shown
below should be carefully analyzed to determine exactly where for focus the
tiaining efforts.
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Responsiveness
Responsiveness is "the willingness to help customers and to provide
prompt
service"(Fitzsimmons and Fitzsimmons, 1994, p. 189). Items on the
mystery shopper form relating to politeness, courtesy and the willingness to go
above and beyond the expectations of customers were put into the
responsiveness category. Most items came from the Switchboard, Reservations,
Check-In and Check-Out sections of the form since these are the areas where
high contact with the customer is likely to influence perceptions of service
quality and the establishment as a whole. The total TN indicators possible in the
responsiveness dimension was 272. The total number of TN indicators for the
dimension was 140, resulting in a 51% TN response rate. This indicates that
tiaining in responsiveness issues is likely to be important, though perhaps not
quite as crucial as tiaining in rehability items.
75
n :
X
3
z
n m h
w ^
3. B a-s k- 2.
* 5 a
n-5
z 2.o 5:
>
to
K cn r* r * 2? tn n n n 030
c
39
n
a
ro
tr1
3
n
to
cn
3
O
X
<
5'
aq
cn
0
E3
3"
to
to
1-1
9
S'
0
1-1
0
a* 3
s
3
0
3
CD
0
3
5*
3 o
0
3q
to
G
N
n
o p p o p o o p p O o o
W b VJ VJ M H-* io b >-l fo ^ t- ro
IO Ol Ol ro ro Ol to to vq *. ro
w o o o Ol Ol o Ol ro 00 rf*. to
o o o M o o o o o o o o o
IO Ol o o ro ro o o ** to o 4^
Os o o o o Ol Ol o ** ro o 4*
W o o o o o o t^ IO o **
o o o p p o p o
03 to Ol so h- t-i 03 b b OJ Ol b bo
^ 1-1 On OJ 00 00 V] o 03 o o 03
so *- oj 00 00 00 Ol o o 03 o OJ
HI (O HI o o -* k-i o Hi ro o M
** o HI ro SO so Ol 00 so OJ M CM OS
VI 00 Ol 03 03 ON VJ 03 00 to OJ OS
rf*. l~* 00 o 00 00 03 Ol 00 so ro 03 vl
o o o o o o O o o o o o
OJ hI vj ON 1I 11 to o i_i to <! 03 OJ
IO 4*. Ol IO to to Ol o to to -vl 03 OJ
oj 03 o Ol Ol Ol o o Ol to 00 W OJ
p O o o o o o o o o p p o
ro b Ol VJ b b to b b rf* ro b OS
** o o Ol o o Ol o o *> to o OS
ro o o o o o o o rf^ to o vj
i- i- to HI to M to H-i ro M to to to
00 t^. Ol o VI o Ol Ol o o
1-1 KJ o o o Ol o o Ol o o
00 SO o o o o o o o Os o
OJ ** ** 4^ *. #> *. 4^ 4^ 4^ >& 03 03
sO o o o o o o o Ol Ol
o o o o o o o O Ol Ol
so o o o o o o o o O Os Os
! t to ro to to to to to to to IO IO
b b b b b b b b b b b b b
o o o o o o o o o
o o o o o o o o o o o o
H, HI Hi ^ _! Hi 11 Hi _! _! _* _l ^
o o o o o o o o o o o
o o o o o o o o o o o o
o o o o o o o o o o o
4=* OJ Ol rfa* rfa. 03 4*. Ol rf* Ol Ol 03 Ol
tt^ Ol o 03 03 vi OJ o 03 o o oo
sO VI o vi VI Ol VJ o vj o o 00 o
UI o Ol Ol o Ol o Ol o o SO o
*- *>- 4*- * Ol *- Ol 4*. 4*- *- Ol 4^ rf^
Ol to 03 OJ b 03 b OJ 03 *- b it** *
rf* 00 V] vi o V] o VI VJ t*i o >t *^
ON ON Ol Ol o OF o Ol Ol rf- o *^ *-
OJ ro *- ro 03 to o> 4^ to ht> 03 4=-
** to Ol bi b Ol b b Ol a\ k h-l 00
vl Oo o o o O o o o Os * t- 00
Ol 0\ o o o O o -vl *- 1-1 so
Hi 1-1 to o HI O _ H-> _* ^ to _ o
** o Ol OS ro SO 00 Ol to SO Ol Os Ol
so V| o to Ol 03 V) ON Ol * OS Ol
o o Ol o 00 Ol 03 o * o ^J OS
fi M (s) Hi
> 5
to
*: Cfi r r* W 73 m n n n CC *0
e 0
3
3
n
3*
to
3*
3-
to
3
n
3
0
X
<
Hi
fir
0
3
3-
to
to
3
0
5*
0
to
cn
fD
cn
a
0
5
a*
to
3
5'
<
3
0
3
w
0
3
3 o
0
to
n
o 3
to
^ ro _ _ _ h-i h-1 to m _! Hi i-i M N
o* o ro to Oo OO VI o 00 VI ro Ol VJ O
vl o Ol Ol o V) Ol o V] V] ro Ol VJ o
^J o o o Ol Ol o o Ol 00 to ON oo o
i-i to 1-1 V-l ro _! _l to NJ H. -* to H1 ha
^ o Ol "VI V| o Ol VI Ol o
OJ o o o o Ol Ol o O Ol VJ o Ol o
vq o o o Os O0 OS o
r to ro to ro to to OJ OJ IO to OJ ro w
OS ^ * b bo bo bs b Os bi b H-l b
Ol 00 03 Os ii to o o as o OS o
ro OS 00 OJ OJ OJ Ol o o VI o VI e
0J OJ to OJ 4*. f* OJ 0J *" 03 ro 4^ OJ (n
Ol so bo 'O b b it* K-J b bs VJ Hi OJ b
00 ro >-* Ol as Os OJ ro Os VJ OS 03 o
OS vO 03 o 03 03 oo Of 03 Hi 00 VI 0J o
M t-* )- .- ,_, h-i HI to Hi H HI Hi Hi m
OS 00 to 03 OO OO VI o 0O V] ro On OS o
o Ol Ol V] NJ vl Ol o VJ VJ ro ON OS o
^ *o o Ol Ol Ol o o Ol 0o to VI vi o
i ro H^ 1-1 to to Hi ro ro Hi -i ro H Isi
^ o Ol ro VI o Ol O o OJ o
Ol Ol o o Ol o o Oi VI o OJ o
O0 o o a o o o o CTv oo o 03 o
p p p o o M
k-i bi b Ol b to b bi b * b b b b
OO vi o Ol o o rf^ o o o e
IO ** o o o o o o o rf* o o o s
o o o o a o o o o o o o 4*
b b b b b b b b b *. it. b
00 o o o o o o o o ^ *^ o
M o o o o o o o o rf>. * o
o o o o o o o o o w
b b b b b b b b b b b b b b
o o o o o o o o o o e
o o o o o o o o o
o p o I-*
b b b b b b b b b b
o o o o o o o o o o o o o
o o o o o o
^ o o )_i o o o o o H-l o cn
Ol '* b OS bs io OS a\ b b Hi b b
o ro to ro Ol to o ro o o o
Ol SO o Ol Ol Ol o Ol Hi o o
o o o o o o o o O Ui
tf^ va OS OS o Os o Os as Ol Ol Ol o
Ol y~* to ro o ro o to to Ol o Ol Ol o
Ol Ol Ol o Ol o Ol Ol OS o ON as o
!* Ol OJ Ol Ol Ol J* Ol OJ Ol OJ ht> 0J 00
Ol o Ol Ol b bi b b bi 03 bi bo H-l b
to i-i o o OJ Ol Oo
Ol 4^ o o o o OJ 0\ so "^ o
OJ OJ to *. OJ rf^ OJ OJ OJ OJ to OJ 4*. 5"
Ol SO Ol 03 ^ b K-1 ht> VJ b bi OJ * b
ro o vj Ol OS ro OJ Ol Oi o 03 rf^ o
so o Ol o OJ Ol OO o as o OJ *- o
Location
Answered
politely
Greeting dear
comments clear
closed politely
res answered
politely
res greeting clear
special requests
alt dates
offered tomail
conf
offered tomail
brochure
used name
during
interaction
asked if further
assistance
needed
resmet needs
res closed
politely
No.ofTN's
3I
1
SB
(0
H S 3 g g g
|sj g g a a g
Ol a H25 H25 H25 g
h-1 g g g g
1l
25
O g 25O g g
o g g g g g
K> g g g a g
o g g g g g
H g g g g g
H g g g g g
OS a a a a a
Os g g g g g
OS a a H25 H25 H25
ro g g g a g
cn a a a g a
sO cn oo Os VI *.
g
g
g
H
25
1
IT
S"
1
r1
i
1
"1
3-
fD
H VJ p p p
Cn
o
o
In
o
o
o
o
o
b
o
o O
IO p Cn Cn o
b
o
o
b
o
o
o
o
b
o
C3
b
o
o
pi V] VI VI o
OS
o
o
o
o
o
o
o
b
8
b
o
o
H o p p p
Ol
o
o
b
o
o
o
o
o
b
o
o
b
o
o
H V| p p p
In
o
o
Cn
o
o
o
o
o
b
o
o
b
o
o
o p p p p
b
o
o
o
8
"o
o
o
b
o
o
b
o
o
OJ VI o V] o
b
o
o
cn
o
o
o
o
o
Cn
o
o
b
o
o
o p o o
b
o
o
b
o
o
o
o
o
b
o
o
b
o
o
M o p o p
In
o
o
b
o
o
o
o
o
8
o
b
o
o
H p p o o
b
O
o
b
o
o
o
o
o
b
o
o
b
o
o
Oi CO C0 o> w
"o
o
o
b
o
o
o
o
b
o
o
b
o
o
OS Os Os Os OS
O
o
o
b
o
o
o
o
o
b
o
o
b
o
o
pa 00 00 00 00
b
o
o
o
o
o
o
o
o
b
o
o
b
o
o
H o p N) o
b
o
o
o
o
o
o
o
o
cn
o
o
b
o
o
Ul VI VI o VI
OS
o
o
o
o
o
b
o
o
b
o
o
b
o
o
a
S
S
CD
OS
CD
9
B
ft.
S
p-
I
<!
ft.
CD
cn
vO
Location
Greeted in 15
seconds
Preferences
reviewed
Name used
Clerk polite
Clerk inviting
Comments clear
Greeted in 15
seconds
Clerk polite
Clerk inviting
Comments clear
split bill
accommodated
Asked if future
reservations
Name used
Departure
address polite
Special requests
handled
No.ofTN's
Assurance
Assurance refers to "the knowledge and courtesy of employees and their
ability to convey trust and
confidence" (Fitzsimmons and Fitzsimmons, 1994, p.
189). Items on the mystery shopper form which conveyed the knowledge and
professionalism of the employee were included in this category. While some
items which were included in the responsiveness dimension might also have
been included here, decisions were made to position the items in the various
categories based on where they fitmost appropriately considering the spirit and
intent of the item on the form. Items in this dimension were drawn primarily
from the Reservations, Check-In and Check-Out sections of the form. There
were a total of 143 TN's possible. The number of TN's in the dimension was 44,
for a 31% response rate. This indicates that assurance items may need less
training than responsiveness and reliability items.
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Empathy
Empathy is "the provision of caring, individualized attention to
customers. Empathy includes the following features: approachability, sense of
security, and the effort to understand customer's
needs"(Fitzsimmons and
Fitzsimmons, 1994, p. 189). While items on the mystery shopper form which
were included in other SERVQUAL dimensions could also measure empathy, in
general, the form did not do much in the way ofmeasuring empathy items. The
only item relating specifically to empathy was provision of the comment card,
indicating an interest in customer thoughts and concerns. The response rate for
this item was 67%, indicating a need for training in this area. However, due to
the lack of items measuring empathy, no generalizations regarding performance
in the empathy dimension can be made.
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Tangibles
The tangibles dimension of service quality includes "the appearance of
physical facilities, equipment, personnel, and communication materials. The
condition of the physical surroundings is tangible evidence of the care and
attention to details exhibited by the service provider. The assessment of this
dimension can extend to the conduct of other customers in the service, such as a
noisy guest in the next room at a
hotel" (Fitzsimmons and Fitzsimmons, 1994, p.
189). The majority of the items in the Lobby, Elevators, Parking Lot and
Hallways and Rooms section of the mystery shopper form are found in this
dimension. The total number of possible TN's was 420 for this dimension. The
number ofTN indicators received was 93, for a 22% response rate. This indicates
that the Essex Microtel properties are performing better in the tangible areas of
service quality than in any other areas. Therefore, training efforts and dollars
may be better focused in the areas of reliability, responsiveness, assurance and
empathy than tangibles.
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Data Analysis Overview
This thorough analysis of the data gathered through the Essex Microtel
mystery shopping program provides many important clues as to where training
efforts and dollars should be focused. By looking at category comparisons,
individual item training needs and analysis of the items based on SERVQUAL
categories a clearer picture of where Essex Partners, Inc. should focus its goals
emerges.
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Summary, Conclusions andRecommendations
Mystery shopping can be a powerful tool in the quest for service quality.
As demonstrated by this study, the systematic design, implementation and
analysis of a mystery shopping program can help an organization identify
training needs, focus operational objectives and determine budgeting
requirements. The goal of this project was to develop such a program and
analyze the results for the benefit of a corporate owner of several budget hotel
properties. In order to determine the success of the project, we will first review
the problem, hypothesis and methodology employed. Then we will summarize
the findings and limitations of the project. Finally, recommendations for further
research in this area will be offered.
Problem, Hypothesis and Methodology
This project was initiated by Essex Partners, Inc., a corporate owner of
twelve Microtel hotel properties. In an attempt to improve and standardize
service across these properties, a mystery shopping program was developed.
Unlike many shopping programs, this program was weighted based on the
operational objectives of the organization in order to determine where tiaining
needs were most crucial. The program will be a benchmark for further mystery
shopping endeavors at Essex properties.
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It was hypothesized that the literature onmystery shopping would reveal
a lack of consistent program design, implementation and application to the
hospitality industry. This hypothesis was proven by an exhaustive literature
search which revealed little information on mystery shopping and its application
to the hospitality industry.
The methodology employed consisted of several steps. First, a mystery
shopping instrument was developed and weights were assigned to items based
on the operational goals of Essex Partners, Inc. Calls to each of the twelve
properties were then made to evaluate the reservation system. Simultaneously,
visits to each of the five northeastern properties were conducted. Results sheets
were given to Essex within a few days of calls and visits in order to provide
prompt feedback. Data was then analyzed using a combination ofMinitabs and
Excel 7.0 functions in order to determine where tiaining dollars and emphasis
should be focused.
Summary of Findings and Limitations of the Study
Perhaps the most important conclusion which can be drawn from this
study is the importance of developing a mystery shopper form based on
customer objectives and weighted appropriately. The form used for this project,
while a step toward the ideal mystery shopper instrument, was based only on
organizational objectives, not customer objectives. It was also weighted on an
item by item basis, rather than utilizing a top-down approach which would
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identify total point objectives for categories and break down the points according
to the importance of individual items, as detailed in Chapter 3 of this document.
However, despite these limitations, the importance of developing a form which
is tailored the objectives of an organization is clearly indicated by this study. The
focus of the instrument employed helped determine specific tiaining needs and
identify areas for improvement. A less focused instrument would not have had
the power of the instruments used in this study.
Findings also indicate the need for careful analysis of mystery shopping
data. Using the findings to identify tiaining needs rather than to punish people
for doing something incorrectly is crucial to the success of a mystery shopping
program. The data obtained from this study was analyzed in three ways. First,
categories on the mystery shopping form were compared across properties in
order to identify where tiaining emphasis should be placed. Second, individual
items were analyzed in order to determine exactly where tiaining was needed in
each of the categories, providing a highly specific and targeted analysis. Finally,
items were put into SERVQUAL categories and analyzed in order to determine
in which dimensions the Essex properties were performing well and where
improvements could be made. Despite the small sample size of the Visit Shop
procedure (one visit to each of the five properties), this close analysis provides
useful and actionable data. Such results show the power ofmystery shopping.
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Recommendations
Several recommendations emerge from this study. First, it is
recommended that Essex Partners, Inc. utilize the results obtained by this
mystery shopping endeavor. Too often results from programs such as this find
their way to some filing cabinet in the corner of an executive's office without
ever being translated for the front-line employee who could use the feedback. By
taking the data provided here to the people who can most use it, Essex will be
providing it employees and its hotel properties with data that can help them
improve their service and, ultimately, their profit potential. It is also
recommended that the mystery shopping program be continued.
Reimplementing the program with the changes indicated by this document will
give Essex a method of continuous evaluation and improvement.
On a less personal level, it is recommended that mystery shopping forms
be designed using the top-down method detailed in Chapter 3. This method
provides the most comprehensive and fair way of establishing weights and
would, ultimately, provide the most useful data obtainable from a mystery
shopping program. The dearth of academic literature on mystery shopping in
the hospitality industry indicates a need for hospitality students and
professionals to focus efforts in this area. The power of this service quality
improvement tool is clearly indicated by the specific and actionable results
obtained by programs such as the one developed for this project. If service
quality is truly in the details, as indicted byKenneth Albrecht (1998, p. 25), then a
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mystery shopping program which focuses on analyzing the details of a service
organization's offerings can only help improve overall service quality and create
more positive "moments of truth" for the customers who come in contact with
these services.
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AppendixA: BlankMystery Shopper Forms
Reservation Shop Form
Essex Investments
Microtel Mystery Shopper Program
Location:
Call
Day ofWeek:
Reservation Date:
Reservation Name:
Visit Grand Totals
Total Points Possible:
Total Points Achieved
Total % Obtained
Total Points N/A:
Converted Score:
Converted %
218
0
0.00%
0
0
0.00%
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Switchboard
Total Points Possible 77
"otal Points Received 0
% Obtained 0.00%
Total PointsN/A 0
Converted Score 0
Converted % 0.00%
Question
Point
Value
Yes
1/2
Points
No N/A
Points
Received
Comments
1 Phone answeredwithin 3 rings 5 0
2 Greeting:
Used proper time of day (i.e. morning,
afternoon, etc.)
1
0
Used property name (i.e. LehighMicrotel, etc.)
2
0
Used their name (i.e. Melissa, John, etc) 4 Illllllllll 0
3 Name of switchboard operator:
4
Phone answered in polite and professional
manner
2
0
5 Greeting clear and audible 2 illinium 0
6 Caller is asked before put on hold 2 0
8 Caller is put on hold
Less than 15 seconds 3 0lull
15 seconds to 60 seconds 1 0
More than 60 seconds 0 0
Not placed on hold 7 0
9 If placed on hold:
Information on holdwasworking 2 0III!!
Correct information for time of year 1 0
Sound levelwas appropriate for listening 1 iiiiii 0
10
Employee comments audible and clearly
enunciated
3
0
11 Operator polite and professional at all times 10 0
12
Received quick and accurate answers tomy
questions
4
0
13
If necessary, transferred to right person/
department
5
0
14 Operatormet all ofmy needs 7 0
15
Operator closed politely and said "Thank
you"
5
0
16 Did the switchboard operatorWOW you? 5 0
17 Did the switchboard processWOW you? 5 0
COMMENTS:
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Reservations
Total Points Possible:
Total Points Received
% Obtained:
Total Points N/A
Converted Score:
Converted %
141
0
0.00%
0
0
0.00%
Question
Point
Value
Yes
1/2
Points
No N/A
Points
Received
Comments
1 Phone answered within 3 rings 5 0
2 Greeting:
Used proper time of day (i.e. morning,
afternoon, etc.)
1 0
Used property name (i.e. Lehigh Microtel, etc.)
2 0
Used their name (i.e. Melissa, John, etc.) 4 111 0
3 Name of reservationist
4
Phone answered in polite and professional
manner
2 0
5 Greeting clear and audible 2 ||||H|||||||| 0
6 Caller is asked before put on hold 2 0
Caller is put on hold
Less than 15 seconds 3
Hill
0Uliilli
15 seconds to 60 seconds 1 0
More than 60 seconds 0 0
Not placed on hold 7 111111 0
7
Reservationist polite/professional and inviting
at all times
10 0
8
Reservationist asked if I had stayed at the
property before
7 0
9
Reservationist determined arrival/departure
dates
5 0
10
Reservationist asked if I had special requests,
whether I was with any group or function, or
with any specific company or corporation
2 0
11
If sold out, reservationist offered alternative
dates or offered to add me to a wait list
4 0
12 Reservationist quoted rates, offered benefits of
hotel and asked if I would like to book a room
4 0
13
If I resisted the rate or benefits, the
reservationist offered more benefits and
showed concern in helping the situation
2 0
14 If reservation is made, following is obtained:
Last/ first name with spelling 2 0
Room preference (smoking, n/s, 1st or 2nd
floor, etc.)
2 0
Number of guests in room (adults only) 2 0
Address and phone number 4 0
Company name 2 0
Market and source 2 0
15
Reservationist asked if I wanted to guarantee
room
1 0
If yes, asked for credit card/deposit 2 0
If no, clearly stated hotel hold policy (4pm or 6
pm)
5 0
16 Reservationist confirmed the following:
Arrival/departure dates 3 0
Name 1 0
Room type 1 0
Rate 1 0
Confirmation method 1 0
94
17
Reservationist offered confirmation/
reservation number
2 1 0
18 Reservationist offered tomail confirmation 2 0
19 Reservationist offered tomail brochure 1 0
20
Reservationist was able to give precise
directions to hotel or offered to fax them
6 0
21
Reservationist used my name during
interaction
5 0
22
Reservationist asked if any further assistance
was needed
5 0
23 Reservationistmet allmy needs 8 0
24
Reservationist closed call politely and said
Thank you"
5 0
25 Did the reservationistWOWyou? 5 0
26 Did the reservation processWOWyou? 10 0
COMMENTS:
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Visit Shop Form
Essex Investments
MicrotelMystery Shopper Program
Visit Location
Call Date:
Day ofWeek:
Reservation Date:
Reservation Name:
Visit Grand Totals
Total Points Possible:
Total Points Achieved
Total % Obtained
Total Points N/A:
Converted Score:
Converted %
980
0
0.00%
0
0
0.00%
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Switchboard
Total Points Possible 77
Total Points Received 0
% Obtained 0.00%
Total Points N/A 0
Converted Score 0
Converted % 0.00%
Question
Point
Value
Yes
1/2
Points
No N/A
Points
Received
Comments
1 Phone answered within 3 rings 5 uiiimii 0
2 Greeting:
Used proper time of day (i.e. morning,
afternoon, etc.)
1 II 0
Used property name (i.e. LehighMicrotel, etc.)
2
0
Used their name (i.e. Melissa, John, etc) 4 inn 0
3 Name of switchboard operator:
4
Phone answered in polite and professional
manner
2
0
5 Greeting clear and audible 2 0
6 Caller is asked before put on hold 2 0
8 Caller is put on hold
Less than 15 seconds 3 0
15 seconds to 60 seconds 1 0
More than 60 seconds 0 0
Not placed on hold 7 0
9 If placed on hold:
Information on holdwasworking 2 0
Correct information for time of year 1 0
Sound level was appropriate for listening 1 0
10
Employee comments audible and clearly
enunciated
3
0
11 Operator polite and professional at all times 10 0
12
Received quick and accurate answers tomy
questions
4
0
13
If necessary, transferred to right person/
department
5
0
14 Operator met all ofmy needs 7 0
15
Operator closed politely and said "Thank
you"
5
0
16 Did the switchboard operatorWOW you? 5 0
17 Did the switchboard processWOW you? 5 0
COMMENTS:
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Reservations
Total Points Possible 141
Total Points Received 0
% Obtained 0.00%
Total Points N/A 0
Converted Score 0
Converted % 0.00%
Question
Point
Value
Yes
1/2
Points
No N/A
Points
Received
Comments
1 Phone answered within 3 rings 5 0
2 Greeting:
Used proper time of day (i.e. morning,
afternoon, etc.)
1 0
Used property name (i.e. Lehigh Microtel, etc.)
2 0
Used their name (i.e. Melissa, John, etc.) 4 Hill 0
3 Name of reservationist:
4
Phone answered in polite and professional
manner
2 0
5 Greeting clear and audible 2 0
6 Caller is asked before put on hold 2 0
Caller is put on hold
Less than 15 seconds 3 0
15 seconds to 60 seconds 1 0
More than 60 seconds 0 0
Not placed on hold 7 0
7
Reservationist polite/professional and inviting
at all times
10 0
8
Reservationist asked if I had stayed at the
property before
7 0
9
Reservationist determined arrival/departure
dates
5 0
10
Reservationist asked if I had special requests,
whether Iwas with any group or function, or
with any specific company or corporation
2 0
11
If sold out, reservationist offered alternative
dates or offered to add me to a wait list
4 0
12 Reservationist quoted rates, offered benefits of
hotel and asked if I would like to book a room
4 0
13
If I resisted the rate or benefits, the
reservationist offered more benefits and
showed concern in helping the situation
2 0
14 If reservation is made, following is obtained:
Last/ first name with spelling 2 0
Room preference (smoking, n/s, 1st or 2nd
floor, etc.)
2 0
Number of guests in room (adults only) 2 0
Address and phone number 4 0
Company name 2 0
Market and source 2 0
15
Reservationist asked if I wanted to guarantee
room
1 0
If yes, asked for credit card/ deposit 2 0
If no, clearly stated hotel hold policy (4pm or 6
pm)
5 0
16 Reservationist confirmed the following:
Arrival/departure dates 3 0
Name 1 0
Room type 1 0
Rate 1 0
Confirmation method 1 111111 0
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17
Reservationist offered confirmation/
reservation number
2 0
18 Reservationist offered tomail confirmation 2 0
19 Reservationist offered tomail brochure 1 0
20
Reservationistwas able to give precise
directions to hotel or offered to fax them
6 0
21
Reservationist used my name during
interaction 5 0
22
Reservationist asked if any further assistance
was needed
5 il 0
23 Reservationistmet all my needs 8 0
24
Reservationist closed call politely and said
"Thank you"
5 0
25 Did the reservationistWOWyou? 5 0
26 Did the reservation processWOW you? 10 0
COMMENTS:
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Lobby, Elevators, Parking Lot and Hallways
Total Points Possible 121
Total Points Received 0
% Obtained 0.00%
Total Points N/A 0
Converted Score 0
Converted % 0.00%
Question
Point
Value
Yes
Lobby
1/2
Points
No N/A
COMMENTS:
Points
Received
Comments
1 Frontwindows clean 2 0
2 Walkway clear 2 0
3 Cieling clean 2 0
4 Furniture clean 2 0
5 Plants fresh-looking 2 lllllllll 0
6 Floor clean 3 0
7 No fingerprints on glass 2 lllllll 0
8 Carpet vacuumed, clean and not worn 5 0
9 Tables clean and dusted 3 0
10 Paintings straight 2 0
11 Ashtrays clean and available in vestibule 2 0
12 Did the lobby WOW you? 5 0
Elevators/Stairwell
1 Elevator functioning 5 0
2 Elevator clean 3 0
3 Lighting working and appropriate 2 lllllllll 0
4 Stairwell clean and attractive 3 0
5 Did the elevators/stairwellWOW you? 3 0
Parking Lot/Building Exterior
1 Hotel exterior and parking lot clean 8 0
2 All exterior lighting was working 5 lllllllll 0
3 There was enough lighting in the parking lot 7 lllllllll 0
4 Landscaping attractive and well-maintained 5 0
5 Road plowed and/or salted appropriately 2 0
6 Walkway to building clear 3 0
7 Did the parking lot/exterior WOW you? 6 0
Hallways
1 Hallways well lit 2 0
2 Fire exits clearly marked 5 11111 0
3 Ice machines marked and functional 4 0
4 Vending
machines marked and functional/
well-stocked
5 0
5 Carpet vacuumed, clean, and notworn 5 0
6 Hallways clean 2 0
7
8
Hallways quiet
Furniture in hallways neatly arranged
3
2
0
0
09 Pictures attractive and appropriate 2
10 Signage in hallways appropriate 2 0
11 Did the hallwaysWOW you? 5 0
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Check-In with Reservation
Total Points Possible 123
Total Points Received 0
% Obtained 0.00%
Total Points N/A 0
Converted Score 0
Converted % 0.00%
Question
Point
Value
Yes 1/2 Points No N/A
Points
Received
Comments
1 Front Desk area congested Heavily Moderately Not at all
2
In no line, guest greeted by clerk within 15
seconds
15 0
3 Name of clerk
4 Reservation was correct 10 0
5 Preferences reviewed and accomodated 5 0
6 Name used during interaction 7 llllllllllllllllll 0
7
Front desk clerk polite and professional at all
times
15 0
8 Clerk organized 5 III 0
9
Front desk clerk inviting and outwardly
friendly
15 0
10 Front desk clerk neat and clean 5 0
11
Uniform neat, clean, and vibrant, name tag
visible
10 0
12 Clerk's comments clear and audible 5 0
13 Keys received in a proper manner 7 0
14
15
Clear directions given to room
All questions/concerns addressed
5
2
0
0
16
17
Directions to roomwere correct
Entire check-in handled proficiently
2
5
0
0
18 Did the Check-in processWOW you? 10 0
COMMENTS:
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Check-Inwithout Reservation
Total Points Possible 144
Total Points Received 0
% Obtained 0.00%
Total Points N/A 0
Converted Score 0
Converted % 0.00%
Question
Point
Value
Yes
V2
Points
No N/A
Points
Received
Comments
1 Front Desk area congested Heavily Moderately Not at all
2
In no line, guest greeted by clerkwithin 15
seconds
15 0
3 Name of clerk
4
Front Desk clerk asked if I have stayed at the
property before. If "yes", go to question 7. If "no",
continue on.
7 III 0
5 Asked how many nights Iwould be staying 5 0
6 Obtained following information: lllllllll 0
Last/first namewith spelling 2 0
Room preference(smoking, n/s, 1st or 2nd floor) 2 0
Number of guests in room (Adults only) 2 0
Address & phone number 2 0
Company name 2 lllllllll 0
Market and source 2 0
7 Front desk clerk verified history information 2 0
8 Asked how many nights Iwould be staying 5 0
9 Preferences reviewed and accomodated 5 0
10 Name used during interaction 7 lllllllll 0
11
Front desk clerk polite and professional at all
times
15 0
12 Clerk organized 5 111 0
13
Front desk clerk inviting and outwardly friendly
15 0
14 Front desk clerk neat and clean 5 0
15
Uniform neat, clean, and vibrant, name tag visible
10 0
16 Clerk's comments clear and audible 5 0
17 Keys received in a proper manner 7 0
18 Clear directions given to room 5 lllllllll 0
19 All questions/concerns addressed 2 0
20 Directions to roomwere correct 2 lllllllll 0
21 Entire check-inhandled proficiently 5 0
22 Did the Check-in processWOW you? 10 0
COMMENTS:
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Check-Out
Total Points Possible: 134
Total Points Received: 0
% Obtained: 0.00%
Total Points N/A: 0
Converted Score: 0
Converted %: 0.00%
Question
Point
Value
Yes
V2
Points
No N/A
Points
Received
Comments
1 Front desk area congested Heavily Moderately Not at all
2
In no line, guest greeted by clerk within 15
seconds
15 0
3 Name of clerk
4
Front desk clerk polite and professional at
all times
15 0
5 Clerk organized 5 1111 0
6
Front desk clerk inviting and outwardly
friendly
15 0
7 Front desk clerk neat and clean 5 0
8
Uniform neat, clean and vibrant, name tag
visible
10 0
9 Clerk's comments clear and audible 5 0
10
Clerk presented bill in clear and
understandablemanner
5 lllllllll 0
11 Charges were correct 5 0
12 Accommodated if requested split bill 3 0
13
Front desk clerk asked if I was a "Stay
Smart"member
5 0
If "yes", asked to stamp card for number of
nights stayed
2 0
If "no", offered to sign me up for the
program
5 0
14 Clerk thanked me for staying 5 0
15
Clerk asked if future reservations were
required
6 0
16 Name used during interaction 8 0
17
Departure greeting (i.e. hope to see you
again, have a nice day ... )
18
Departure greeting was polite and
professional
5 0
19
Guest comment card given and guest
requested to complete
5 0
20
Did the check out processWOW you?
10 0
COMMENTS:
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Rooms
Total Points Possible: 240
Total Points Received: 0
% Obtained 0.00%
Total PointsN/A 0
ConvertedScore: 0
Converted %: 0.00%
Question
Point
Value
Yes
1/2
Points
No ItyA
Points
Received
Comments
1 Type of room
2 Number of guests
3 Floor in hotel
4 Price per night
5 Carpet vacuumed and clean 7 0
6 Carpet notworn or damaged and free of stains 5 0
7
Ceilings,walls and doors are clean and ingood repair
3 0
8 Connecting doors are locked and in good condition 3 0
9 Lighting in the roomwas adequate 1 0
10 Lights clean and have no bulbs burnt out 4 0
11 Windows clean 3 111 0
12 Drapes clean and partially dosed 2 0
13 TVandmovie/games are operatingproperly 10 0
14 HVACunit operating properly 7 lllllllll 0
15 Counter tops and seating areas free of debris 3 0
16 Mirrors clean 7 lllllllll 0
17 Linens cleanand tidy 10 0
18 Mattress firm 5 lllllllll 0
19 Pillows comfortable 5 ill 0
20 Room temperature comfortable 2 0
21 Roomdust free 5 111 0
22 Fire instructions and rates on the door 4 0
23 Guest information rack stocked properly 5 lllllllll 0
24 Comment card provided 5 0
25 Bible provided 3 0
26 Adequate hangers provided 4 111 0
27 Telephone book provided 3 0
28 Laundry bagand pricing in closet 5 0
29
Door lock deadbolt, and safety chain/barworking
properly
7 0
30 Peep-holeclean 1 0
31 Keyworked properly 3 0
32 Ashtray provided in smoking room 2 0
33 Smoking room didnot excessively smell like smoke 3 0
34 Roomdecoration appealing 3 0
35 Under bed clean 3 0
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36 Inside drawers dean 3 111 0
37
Drawers opened easily, doset doors opened properly
4 0
38 Telephone directionswere easy to understand 3 lllllllll 0
39 Shower, tub, toilet and sink dean 15 0
40 Sufficient towels provided 5 lllllllll 0
41
42
43
Heat lamp clean andworked properly
Shower curtaindean
Water pressure adequate
5
3
7
0
0
0
44 Water temperature did not exceed 120 degrees 7 0
45 Fadal soap and body soap present 7 0
46 Towels hung and faced correctly 5 0
47 Showermat clean and placed in proper location 3 0
48 Towdswere soft 4 0
49 Cups and ice bucket clean and organized 4 0
50 Adequate lighting in the bathroom 5 lllllllll 0
51
Special requests for towels, iron, hair dryerwere
answered courteously and timely
7 llllll 0
52 Did the roomWOWyou? 20 0
COMMENTS:
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Appendix B: Mystery ShopperSheet Instructions
Essex Investments
Microtel Mystery Shopper Program
Shopper Instructions
Following are the instructions for the completing the Microtel Mystery
Shopper Program Shopper Sheet, including general instructions and question-
specific instructions.
General Instructions
1. Complete the sheet immediately so the information is fresh in yourmemory.
2. Read the question-specific instructions for each section before determining
responses.
3. Questions where the V2 point cell is blacked out do not have V2 points
available -they are all or nothing questions.
4. Enter responses into the Excel spreadsheet program upon returning from
your visit. Be sure to save visit information for each visit in a file under a
separate name.
5. Print the completed spreadsheet and give to Essex Investments.
6. Whenever V2 points or No is chosen as a response, include comments to
explain the problem/situation.
106
Switchboard Section Instructions
I. Phone must be answered within 3 rings or no points are given. This is
true for each time the switchboard is called.
II. Greeting should include the proper time of day, property name and name
of the switchboard operator.
A. Property name should include location and "Microtel". If one or
the other, but not both are included, V2 points should be given.
EI. Write name of switchboard operator, if given.
IV. If phone answered politely, but not professionally (or visa versa)- V2 points
given.
V. Greeting should be clearly enunciated and audible.
VI. Operator should always ask if he/she can put you on hold before doing
so.
A. Caller should ideally be put on hold less than 15 seconds. Points
are weighted so 5 points is highest possible for 15 seconds of hold
(this includes the 2 points from question #6), 7 points are available
for not placing caller on hold at all.
VQ. Hold information is available at some sites.
A. Hold information includes information about the hotel,
surrounding area, attractions, etc. NOTE: Information not
available atWatertown, Syracuse and Birmingham.
B. Hold information should be appropriate for ihe time of year, i.e.
Christmas information and music for December, Spring specials in
May, etc.
C. Sound level should be appropriate - not too loud or too soft to hear.
VHI. All comments by all switchboard operators should be audible and clearly
enunciated. V2 points may be allocated for audible but not clear and visa
versa.
IX. Operator should be polite and professional at all times. If polite, but not
professional (or visa versa), V2 pointsmay be allocated.
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X. All questions should be answered promptly and accurately.
XL If transferred, the transfer should be to the correct person or department.
If unavailable, the operator should ask if you would like to leave a
message or give an appropriate time to call back.
XH. The operator should be able to meet all needs related to telephone calls,
transferring, etc. V2 points may be allocated for meeting some, but not all
needs.
XLTI. Operator should close the call politely and say "thank you". V2 points may
be allocated for polite close, but no "thank
you"
and visa versa.
XIV. If the switchboard operator was superior and impressed you, allocate full
points. If the operator impressed you, but was not especially superior,
allocated V2 points. If the operator needed improvement, allocate 0 points.
XV. If the process at the switchboard was seamless and smooth, allocate full
points. If the process had 1 or 2 problems or slow downs but was still
fairly smooth, allocate V2 points. Otherwise, allocate 0 points.
XVI. Comments: Include comments regarding the switchboard as a whole.
Comments should be directed toward specific impressions or areas for
improvement. Any comments not included in question-specific comment
sections should be detailed here.
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Reservations Section Instructions
I. Phonemust be answered within 3 rings or no points are given.
II. Greeting should include the proper time of day, property name and name
of the reservationist
A. Time of day (morning, afternoon, etc.) should be included in greeting
B. Property name should include location and "Microtel". If one or the
other, but not both are included, V2 points should be given.
C. Reservationist should use his/her name in the greeting
IIL Write name of reservationist, if given.
IV. If phone answered politely, but not professionally (or visa versa)- V2 points
given.
V. Greeting should be clearly enunciated and audible.
VI. Reservationist should always ask if he/she can put you on hold before
doing so.
VH. Caller should ideally be put on hold less than 15 seconds. Points are
weighted so 5 points is highest possible for 15 seconds of hold (this
includes the 2 points from question #6), 7 points are available for not
placing caller on hold at all.
Vm. Reservationist should be polite, professional and inviting at all times. This
means courteous, friendly and outgoing. If any of these qualities are
missing, allocate V2 points. If all are missing, allocate 0 points.
IX. Reservationist should ask if you stayed at the property before.
X. If reservationist determines arrival dates, but not departure dates (or visa
versa), allocate V2 points.
XI. Reservationist should ask if there are special requests, if you are with a
group or function, or if you are with any specific company. If any of these
are missing, allocate V2 points. If you have a history with the property,
only the special requests or function questions may apply. If this is the
case, the reservationist should confirm your company, group, etc., since
the informationwill be available in your history screen.
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XLT. Reservationist should offer alternative dates if a particular date is booked
or offer to add you to a wait list. If one or the other but not both are
offered, allocate V2 points.
XHI. If you have not visited the hotel before, the reservationist should offer the
benefits of the hotel and ask you if you want to book a room. If one or the
other, but not both is present, allocate V2 points.
XIV. If you resist the rate or benefits provided by the reservationist, he/she
should offer more benefits and show concern in helping the situation. In
short, he/she should try to sell the room based on itsmerits. This is an all
or nothing question, however, there will likely be manyN/A responses to
the question since many people will not resist the rate and benefits
offered.
XV. When reservation is made, reservationist should always determine: (If
you have a historywith the hotel, these items should be confirmed)
A. First and last name with spelling
B. Room preference (smoking/non, floor, etc.)
C. Number of adults in room
D. Address and phone number this is particularly critical and, thus,
worth additional points.
E. Company name (if corporate customer)
F. Market (corporate, AAA, group, repeat customer, etc.) and source
(travel agent, word of mouth, etc.) of information about the
property
XVI. Reservationist should always ask if a room guarantee is required. If you
want to guarantee the room, a credit card number should be obtained. If
you do not want to guarantee the room, the hotel policy of 6 p.m. hold
should be CLEARLY stated.
XVLI. After the reservation has been made, the reservationist should confirm
your arrival/departure dates, name, room preference, rate, and
confirmation method.
XVUI. Reservationist should offer a confirmation number if the room was
guaranteed or a reservation number if itwas not.
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XIX. Reservationist should offer to mail the confirmation.
XX. Reservationist should offer to mail a hotel brochure if a confirmation is
not beingmailed.
XXI. Reservationist should offer precise directions as requested. If desired, the
reservationist should be able to fax directions to you.
XXII. Your name should be used during the interaction at least once.
XXILL Reservationist should ask if you need any further assistance from
him/her.
XXIV. If the reservationist met all your needs, allocate full points. If some, but
not all needsweremet, allocate V2 points.
XXV. Reservationist should close the call politely and say "thank you". V2
points may be allocated for polite close, but no "thank
you"
and visa
versa.
XXVI. If the reservationist was superior and impressed you, allocate full points.
If the reservationist impressed you, but was not especially superior,
allocated V2 points. If the reservationist needed improvement, allocate 0
points.
XXVLI.If the reservation process was seamless and smooth, allocate full points. If
the process had 1 or 2 problems or slow downs butwas still fairly smooth,
allocate V2 points. Otherwise, allocate 0 points.
Comments: Include comments regarding reservations as a whole. Comments
should be directed toward specific impressions or areas for improvement.
Any comments not included in question-specific comment sections should
be detailed here.
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Lobby, Elevators, Parking Lot and Hallways Section Instructions
Lobby
1. Front windows should be clean and fingerprint/dust free. V2 points
allocated ifwindows are fairly clean, but not sparkling.
2. Walkway through the lobby should be clear of furniture and other
obstructions. V2 points allocated if walkways generally free of
obstructions, but not completely easy to pass through.
3. Ceiling should be clean with no visible dirt or dust. Dropped ceiling
panels should not be stained. If only a small amount of dust is visible,
allocate V2 points.
4. Furniture should be clean and dust-free. V2 points allocated if most, but
not all the furniture is clean.
5. Plants should look fresh and well groomed.
6. Floor should be dirt and dust free. V2 points allocated if floor is mostly,
but not completely dust and dirt free.
7. There should not be any fingerprints on glass counters, table tops, etc.
8. Carpet should be freshly vacuumed, clean and not worn. If two of these
conditions are met, but the third is not, allocate V2 points.
9. Tables should be clean and dusted. If some but not all tables are clean,
allocate V2 points.
10. Paintings throughout the lobby should be straight. Ifmost, but not all are
straight, allocate V2 points.
11. Ashtray should be available in the vestibule. They should be clean. There
should not be any ashtrays in the lobby.
12. If the lobby was clean and without obstructions or major distractions,
allocate full points. If the lobby had 1 or 2 problems but was still
impressive for an economy hotel, allocate V2 points. Otherwise, allocate 0
points.
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Elevators/Stairwell
NOTE: Stairwells should be checked at all properties, whether an elevator is
available or not.
1. If an elevator is available at the property, it should be functioning. Not all
properties have elevators.
2. The elevator should be clean. If partially, but not overly clean, allocate V2
points.
3. Lighting the elevator and stairwell should be working and adequate.
4. Stairwells should be clean and not unattractive. If one but not both
conditions are met, allocate V2 points.
5. If the elevator/stairwell was clean and without obstructions or major
distractions, allocate full points. If the elevator/stairwell had 1 or 2
problems but was still impressive for an economy hotel, allocate V2 points.
Otherwise, allocate 0 points.
Parking Lot/Building Exterior
1. The exterior of the building and the parking lot should be Utter free and
fresh looking. If one or the other, but not both is meets these conditions,
allocate V2 points.
2. All exterior lighting should be working.
3. Lighting in the parking lot should be sufficient to feel safe, find your car
and keys, etc.
4. Landscaping, including trees, flowers, bushes, etc., should be attractive
and well-maintained. If some, but not all landscaping features are
attractive, allocate V2 points.
5. The road to the building should be plowed and salted. If one but not both
conditions aremet, allocate V2 points.
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The walkway into the building should be free of obstructions, including
snow, Utter, dirt, etc. If it is mostly, but not completely clear, aUocate V2
points.
If the parking lot/building exterior was clean and without obstructions or
major distractions, allocate full points. If the parking lot/building exterior
had 1 or 2 problems butwas still impressive for an economy hotel, allocate
V2 points. Otherwise, allocate 0 points.
Hallways
1. HaUways should be well enough Ut to make you feel safe and allow you to
see down them.
2. Fire exits should be clearly and visiblymarked.
3. Icemachines should have signage and be functioning. If one but not both
conditions aremet, aUocate V2 points.
4. Vending machines should have signage, be functioning, and be weU-
stocked. If two but not aU conditions are met, allocate V2 points.
5. Carpet should be clean, vacuumed and not worn. If two but not all
conditions are met, allocate V2 points.
6. HaUways should appear clean and neat.
7. HaUways should absorb noise appropriately and remain quiet at night.
8. Furniture in haUways (if avaUable) should be neatly and attractively
arranged. This wiU not be relevant for some properties.
9. Pictures in halls should be straight and attractively arranged.
10. Signage for rooms, exits, machines, etc. should be visible and neat.
11. If the haUway was clean and without obstructions or major distractions,
aUocate fuU points. If the haUway had 1 or 2 problems but was stiU
impressive for an economy hotel, aUocate V2 points. Otherwise, aUocate 0
points.
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Comments: Include comments regarding the lobby, elevators, parking lot and
haUways as a whole. Comments should be directed toward specific impressions
or areas for improvement. Any comments not included in question-specific
comment sections should be detaUed here.
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Check-InWith a Reservation Section Instructions
I. If the front desk area is congested with people, choose heavUy. If there
are a few people waiting, choose moderately. If there is no one waiting,
choose not at aU.
II. If there is no line, the guest should be greeted within 15 seconds. Even if
the clerk is on the phone, the guest should be acknowledged. If the clerk
is on the phone and guest is acknowledged quickly, but not within 15
seconds, aUocate V2 points. If the clerk is not on the phone and the guest is
not acknowledged within 15 seconds, aUocate 0 points.
in. Enter the name of the clerk, if given or visible on the name tag.
IV. The clerk should ask if you have stayed at the property before. If you
respond "yes", your history information should be available and you can
proceed to question 7. If you respond "no", go to questions 5 and 6.
V. The clerk should ask howmany nights you wiU be staying.
VI. When reservation is made, reservationist should always determine: (If
you have a historywith the hotel, these items should be confirmed)
A. First and last name with spelling. If name, but not spelling is
obtained, aUocate V2 points.
B. Room preference (smoking/non, floor, etc.)
C. Number of adults in room
D. Address and phone number - this is particularly critical and, thus,
worth additional points.
E. Company name (if corporate customer)
F. Market (corporate, AAA, group, repeat customer, etc.) and source
(travel agent, word of mouth, etc.) of information about the
property
VLT. The reservationmade earUer should be correct in every element.
VQI. AU room preferences, special requests should be reviewed and
immediately accommodated.
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IX. Your name should be used during the interaction, if avaUable to the clerk.
X. The clerk should be poUte and professional at aU times. If one but not
both conditions are met, aUocate V2 points.
XI. The clerk should appear organized and efficient.
XII. The clerk should be inviting and friendly at aU times. If one but not both
conditions are met, aUocate V2 points.
XHI. The clerk's appearance should be neat and clean. If one but not both
conditions are met, aUocate V2 points.
XIV. The clerk's uniform should be neat and clean and a name tag should be
visible. Ifmost but not aU conditions aremet, aUocate V2 points.
XV. Clerk's comments should be clear and audible at aU times. Ifmost but not
aU conditions aremet, aUocate V2 points.
XVI. Keys should be received in an envelope or with a paper tag with room
numbermarked on the envelope or tag. The guest's room number should
NEVER be announced. The guest should be told that the number on the
key is NOT the room number (only appropriate at Watertown, Syracuse,
Lehigh, Lancaster and Columbus). Ifmost but not aU conditions are met,
aUocate V2 points.
XVLI. Clear directions to the room using the quickest and easiest route should
be provided.
XVTH. AU questions and concerns should be addressed promptly by the clerk.
XIX. The directions given to the room should be correct.
XX. The entire check-in process should be handled proficiently and in an
friendlymanner. If one but not both conditions aremet, aUocate V2 points.
XXI. If the check-in process was seamless and smooth, aUocate fuU points. If
the process had 1 or 2 problems or slow downs butwas still fairly smooth,
aUocate V2 points. Otherwise, aUocate 0 points.
Comments: Include comments regarding the check-in check-out process as a
whole. Comments should be directed toward specific impressions or areas for
improvement. Any comments not included in question-specific comment
sections should be detaUed here.
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Check-InWithout a Reservation Section Instructions
1. If the front desk area is congested with people, choose heavily. If there
are a few people waiting, choose moderately. If there is no one waiting,
choose not at all.
2. If there is no line, the guest should be greeted within 15 seconds. Even if
the clerk is on the phone, the guest should be acknowledged. If the clerk
is on the phone and guest is acknowledged quickly, but not within 15
seconds, aUocate Vi points. If the clerk is not on the phone and the guest is
not acknowledged within 15 seconds, aUocate 0 points.
3. Enter the name of the clerk, if given or visible on the name tag.
4. The reservationmade earner should be correct in every element.
5. AU room preferences, special requests should be reviewed and
immediately accommodated.
6. Your name should be used during the interaction, if avaUable to the clerk.
7. The clerk should be poUte and professional at aU times. If one but not
both conditions aremet, aUocate V2 points.
8. The clerk should appear organized and efficient.
9. The clerk should be inviting and friendly at aU times. If one but not both
conditions are met, aUocate V2 points.
10. The clerk's appearance should be neat and clean. If one but not both
conditions are met, allocate V2 points.
11. The clerk's uniform should be neat and clean and a name tag should be
visible. Ifmost but not aU conditions aremet, aUocate V2 points.
12. Clerk's comments should be clear and audible at aU times. Ifmost but not
aU conditions aremet, aUocate V2 points.
13. Keys should be received in an envelope or with a paper tag with room
numbermarked on the envelope or tag. The guest's room number should
NEVER be announced. The guest should be told that the number on the
key is NOT the room number (only appropriate at Watertown, Syracuse,
Lehigh, Lancaster and Columbus). Ifmost but not att conditions are met,
aUocate Vi points.
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14. Clear directions to the room using the quickest and easiest route should
be provided.
15. AU questions and concerns should be addressed promptly by the clerk.
16. The directions given to the room should be correct.
17. The entire check-in process should be handled proficiently and in an
friendlymanner. If one but not both conditions aremet, aUocate xk points.
18. If the check-in process was seamless and smooth, aUocate futt points. If
the process had 1 or 2 problems or slow downs butwas still fairly smooth,
aUocate V2 points. Otherwise, aUocate 0 points.
Comments: Include comments regarding the check-in check-out process as a
whole. Comments should be directed toward specific impressions or areas for
improvement. Any comments not included in question-specific comment
sections should be detailed here.
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Check-out Section Instructions
I. If the front desk area is congested with people, choose heavUy. If there
are a few people waiting, choose moderately. If there is no one waiting,
choose not at aU.
II. If there is no line, the guest should be greeted within 15 seconds. Even if
the clerk is on the phone, the guest should be acknowledged. If the clerk
is on the phone and guest is acknowledged quickly, but not within 15
seconds, aUocate V2 points. If the clerk is not on the phone and the guest is
not acknowledged within 15 seconds, aUocate 0 points.
ILL Enter the name of the clerk, if given or visible on the name tag.
IV. The clerk should be poUte and professional at att times. If one but not
both conditions aremet, aUocate V2 points.
V. The clerk should appear organized and efficient.
VI. The clerk should be inviting and friendly at aU times. If one but not both
conditions aremet, aUocate V2 points.
VLL The clerk's appearance should be neat and clean. If one but not both
conditions are met, aUocate V2 points.
VLn. The clerk's uniform should be neat and clean and a name tag should be
visible. Ifmost but not aU conditions are met, aUocate V2 points.
IX. Clerk's comments should be clear and audible at aU times. Ifmost but not
aU conditions are met, aUocate V2 points.
X. The biU should be presented in a clear and understandable manner.
XI. AU charges should be correct.
XH. If any type of spUt biU is requested,
it should be accommodated
immediately.
Xm. The clerk should ask if you are a "Stay
Smart"
member.
A. If you answer "yes", the clerk should ask to stamp your card. You
should receive 1 stamp for every night you stayed at the property.
If you paid formore than one room, you should receive a stamp for
each room.
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B. If you answer "no", the clerk should offer to sign you up for the
program and stamp your card for the appropriate number of nights
and explain the program to you.
XIV. The clerk should thank you for staying at the hotel.
XV. The clerk should ask if any future reservations at the property are
required.
XVI. The clerk should use your name during the interaction.
XVLI. Enter the departure message.
XVHI. The departure message should be poUte and professional.
XIX. The guest should be given a comment card and asked to complete it. If
one but not both conditions aremet, aUocate V2 points.
XX. If the check-out process was seamless and smooth, aUocate full points. If
the process had 1 or 2 problems or slow downs butwas still fairly smooth,
aUocate V2 points. Otherwise, aUocate 0 points.
XXI. Comments: Include comments regarding the check-in check-out process
as a whole. Comments should be directed toward specific impressions or
areas for improvement. Any comments not included in question-specific
comment sections should be detailed here.
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Rooms Section Instructions
1. Enter type of room (smoking, n/s, handicapped, connecting).
2. Enter the number of guests in the room.
3. Enter the floor you stayed on.
4. Enter the price paid per night.
5. Carpet should be clean and vacuumed.
6. Carpet should not beworn or damaged and should be free of stains.
7. Ceilings, walls and doors should be clean and in good condition. AUocate
V2 points for one, but not both conditions met.
8. Connecting doors should be locked and in good condition. AUocate V2
points for one, but not both conditionsmet.
9. Lighting in the room should be adequate for performing most normal
tasks.
10. Lights should be clean and have not bulbs burnt out. If one but not both
conditions aremet, aUocate V2 points.
11. Windows should be clean and free of finger prints.
12. Drapes should be clean and % closed. If one but not both conditions are
met, aUocate V2 points.
13. TV and in roommovies/Nintendo games should be operating properly. If
one but not both conditions are met, aUocate V2 points.
14. The HVAC unit should be working.
15. AU counters and seating areas should be free of debris. If one but not both
conditions are met, aUocate V2 points.
16. Mirrors should be clean and fingerprint free.
17. Linens should be clean and neatly arranged. If one but not both conditions
are met, aUocate V2 points.
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18. The mattress should be firm.
19. The pillows should be comfortable.
20. The room temperature should be comfortable.
21. The room should be free of dust.
22. Fire instructions and room rates should appear on the door. If one but not
both conditions aremet, aUocate V2 points.
23. The guest information rack should be stocked and neat.
24. A comment card should be available in the room.
25. A bible should be in the room.
26. There should be enough hangers in the room.
27. YeUow and white pages should be in the room. AUocate V2 points if one,
but not both are present.
28. Laundry bag and pricing sheet should be avaUable in the closet. AUocate
V2 points if one, but not both are present.
29. The door lock, dead bolt, and safety chain/bar should be working.
30. The peep-hole should be clean.
31. The key shouldwork properly.
32. There should be at least one ashtray in a smoking room.
33. Smoking rooms should not smeU like smoke.
34. The room decoration should be appealing.
35. Under the bed should be clean.
36. Drawers should be clean inside.
37. Drawers should open easUy and closet doors should be easy to operate. If
one but not both conditions are met, aUocate V2 points.
38. The directions on using the telephone should be
visible and easy to
understand.
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39. The shower, tub, toUet and sink should be clean. If most but not aU
conditions are met, aUocate V2 points.
40. There should be enough towels for 2 people.
41. The heat lamp should be clean and working. If one but not both
conditions are met, aUocate V2 points.
42. The shower curtain should be clean.
43. The water pressure should be adequate.
44. The water temperature should not exceed 120 degrees.
45. Facial and bath soap should be provided. If one but not both conditions
are met, aUocate V2 points.
46. Towels should be hung and faced so ragged edge is not visible. If one but
not both conditions are met, aUocate V2 points.
47. Shower mat should be clean and positioned away from the toUet. If one
but not both conditions aremet, aUocate V2 points.
48. Towels should be soft.
49. Cups and ice bucket should be clean and organized on the counter. If one
but not both conditions aremet, aUocate V2 points.
50. There should be adequate Ughting to perform normal tasks (makeup
appUcation, hair drying, etc.) in the bathroom.
51. Special requests should be answered courteously and quickly.
52. If the room was clean and without obstructions or major distractions,
aUocate full points. If the room had 1 or 2 problems but was stiU
impressive for an economy hotel, aUocate V2 points. Otherwise, aUocate 0
points.
Comments: Include comments regarding the room as a whole. Comments
should be directed toward specific impressions or areas for improvement. Any
comments not included in question-specific comment sections should be detailed
here.
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Appendix C: CompletedVisit Sheet Examples
Erie Visit Shop Sheet
Essex Investments
Microtel Mystery Shopper Program
Visit Location: Erie
Call Date: 2-May
Day ofWeek: Friday
Reservation Date: 2-May
Reservation Name: Robyn Schultz
Visit Grand Totals
Total Points Possible 980
Total Points Achieved 635
Total % Obtained 64.80%
Total Points N/A 186
Converted Score 821
Converted % 83.78%
125
trie
Switchboard
Total Points Possible: 77
Total Points Received: 52.5
% Obtained: 68.18%
Total Points N/A: 5
Converted Score: 57.5
Converted %: 74.68%
Question Point
Value
Yes
1/2
Points
No N/A
Points
Received
Comments
1 Phone answered within 3 rings 5 X 5
2 Greeting:
Used proper time of day (i.e. morning,
afternoon, etc.)
1
X 1
Used property name (i.e. LehighMicrotel, etc.)
2
X 2
Used their name (i.e. Melissa, John, etc.) 4 X III 4
3 Name of switchboard operator: Tony
4
Phone answered in polite and professional
manner
2
X 1
5 Greeting clear and audible 2 llllllllllllllll x 0 sounded sick
6 Caller is asked before put on hold 2 X 2
8 Caller is put on hold
Less than 15 seconds 3 llllllllllllllll x 0
15 seconds to 60 seconds 1 X 1
More than 60 seconds 0 llllllllllllllll x 0
Not placed on hold 7 llllllllllllllll x 0
9 If placed on hold:
Information on hold was working 2 X 2
Correct information for time of year 1 X 1
Sound levelwas appropriate for listening 1 X 1
10
Employee comments audible and clearly
enunciated
3
1 x 1 1.5
11 Operator polite and professional at all times 10 X | | 10
12
Received quick and accurate answers tomy
questions
4
x Ijllllillljllllll 4
13
If necessary, transferred to right person/
department
5
X 0
14 Operatormet all ofmy needs 7 x 1 7
15
Operator closed politely and said "Thank
you"
5
x 1 j 5
16 Did the switchboard operatorWOW you? 5 X 2.5
17 Did the switchboard processWOW you? 5 X 2.5
COMMENTS: Friendly,but sounded really sick or tired or something.
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Erie
Reservations
Total Points Possible:
Total Points Received
% Obtained
Total Points N/A
Converted Score:
Converted %
141
63
44.68%
11
74
52.48%
Question Point
Value
5
Yes
X
| 1/2
| Points No1 N/A
Points
Received
Comments
1 Phone answered within 3 rings 5
1
2 Greeting:
Used proper time of day (i.e. morning,
afternoon, etc.)
1 X
XUsed property name (i.e. Lehigh Microtel, etc.)
2 2
Used their name (i.e. Melissa, John, etc.) 4 xJllllllllli 4
3 Name of reservationist Tony
4
Phone answered in polite and professional
manner
2 X 1
5 Greeting clear and audible 2 llllllllllll X 0
6 Caller is asked before put on hold 2 lull X 0Caller is put on hold
Less than 15 seconds 3 X 0i|||||
15 seconds to 60 seconds 1 iliilii X 0
More than 60 seconds 0 X 0
Not placed on hold 7 X lilUilll 7
7
Reservationist polite/professional and inviting
at all times
10 X 5
8
Reservationist asked if I had stayed at the
property before
7 X 7
9
Reservationist determined arrival/departure
dates
5 X 5
10
Reservationist asked if I had special requests,
whether I was with any group or function, or
with any specific company or corporation
2 K 0
11
If sold out, reservationist offered alternative
dates or offered to add me to a wait list
4 X 0
12 Reservationist quoted rates, offered benefits of
hotel and asked if I would like to book a room
4 X 2 gave room size, but
no rate or benefits
13
If I resisted the rate or benefits, the
reservationist offered more benefits and
showed concern in helping the situation
2 X 0
14 If reservation is made, following is obtained:
Last/ first name with spelling 2 X 0 ust last name
Room preference (smoking, n/s, 1st or 2nd
floor, etc.)
2 X 2
Number of guests in room (adults only) 2 X 2
Address and phone number 4 X 0
Company name 2 X 0
Market and source 2 X 0
15
Reservationist asked if I wanted to guarantee
room
1 x 1
If yes, asked for credit card/ deposit 2 X 2
If no, clearly stated hotel hold policy (4pm or 6
pm)
5 X 0
16 Reservationist confirmed the following:
Arrival/departure dates 3 X 0
Name 1 X 0
Room type 1 X 0
Rate 1 HI lllllllll X 0
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Confirmationmethod 1 0
17
Reservationist offered confirmation/
reservation number
2 X 2
18 Reservationist offered tomail confirmation 2 0
19 Reservationist offered tomail brochure 1 0
20
Reservationistwas able to give precise
directions to hotel or offered to fax them
6 X 6
21
Reservationist used my name during
interaction 5 0
22
Reservationist asked if any further assistance
was needed
5 0
23 Reservationistmet allmy needs 8 4
24
Reservationist closed call politely and said
"Thank you" 5 X 2.5
25 Did the reservationistWOWyou? 5 X 2.5
26 Did the reservation processWOW you? 10 X 0
COMMENTS: Didn't get much information or confirm anything. Seemed distracted or tired.
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Erie
Lobby, Elevators, Parking Lot and Hallways
Total Points Possible
Total Points Received
% Obtained;
Total Points N/A
Converted Score
Converted %
121
112.5
92.98%
6
118.5
97.93%
Question Point
Value
Lobby
Yes
1/2
Points
No N/A
Points
Received
Comments
1 Frontwindows clean 2 X 2
2 Walkway clear 2 X 2
3 Cieling clean 2 X 2
4 Furniture clean 2 X 2
b Plants fresh-looking 2 llllllllllllllll X 0
6 Floor clean 3 X 3
V No fingerprints on glass 2 X llllllllllllllll 2
8 Carpet vacuumed, clean and not worn 5 X 5
9 Tables clean and dusted 3 X 3
10 Paintings straight 2 X 2
11 Ashtrays clean and available in vestibule 2 X llllllllllllllll 2
12
Did the lobby WOW you?
5
X
2.5
very clean, but a bit bare -
need some plants or
something
Eta
1
fators/S tail-well
Elevator functioning 5 x |||]|]l||||||||||| 5
2 Elevator clean 3 X ( | 3
3 Lighting working and appropriate 2 x lllllllll 2
4 Stairwell clean and attractive 3 x 1 1 3
5 Did the elevators/stairwellWOW you? 3 x 1 1 3
Parking Lo^Bnilding Exterior
1 Hotel exterior and parking lot clean 8 x 8
2 All exterior lighting was working 5 x lllllllll 5
3 There was enough lighting in the parking lot 7 X llllllllllllllll 7
4 Landscaping attractive and well-maintained 5 X 5
5 Road plowed and/or salted appropriately 2 X 0
6 Walkway to building clear 3 X 3
7 Did the parking lot/ exteriorWOW you? 6 X 6
Hallways
1 Hallwayswell lit 2 X 2
2 Fire exits clearly marked 5 x lllllllll 5
3 Ice machines marked and functional 4 x 1 1 4
4 Vending
machines marked and functional/
well-stocked
5
x 1 1
5
5 Carpet vacuumed, clean, and not worn 5 X ] | 5
6 Hallways clean 2 \ IIHIIIIIIIIIIIIII 2
7 Hallways quiet 3 x llllflllllllllllll 3
8 Furniture in hallways neatly arranged 2 X 0
9 Pictures attractive and appropriate 2 x IIIIIIIIIIIIIIIIH 2
10 Signage in hallways appropriate 2 x IIIIIIIIIIIIIIIIH 2
11 Did the hallwaysWOW you? 5 X 1 1 5
COMMENTS: Very clean and crisp looking, but could use a little
"warmth"
- seemed sparse, almost like a
hospital. Maybe some plants would help??
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Erie
Check-Inwith Reservation
Total Points Possible 123
Total Points Received 116
% Obtained 94.31%
Total PointsN/A 0
Converted Score 116
Converted % 94.31%
Question
Point
Value
Yes 1/2 Points No N/A
Points
Received
Comments
1 Front Desk area congested Heavily Moderately (-''Not at alTA
2
In no line, guest greeted by clerkwithin 15
seconds
15
X
15
3 Name of clerk Pete
4 Reservationwas correct 10 X 10
5 Preferences reviewed and accomodated 5 X 5
6 Name used during interaction 7 X 0
7
Front desk clerk polite and professional at all
times
15
X
15
8 Clerk organized 5 X IB 5
9
Front desk clerk inviting and outwardly
friendly
15
X
15
10 Front desk clerk neat and clean 5 X 5
11
Uniform neat, clean, and vibrant, name tag
visible
10
X
10
12 Clerk's comments clear and audible 5 X 5
13 Keys received in a propermanner 7 X 7
14 Clear directions given to room 5 X lllllllllllllllllllllllll 5
15 All questions/concerns addressed 2 X 2
16 Directions to roomwere correct 2 X lllllllllllllll 2
17 Entire check-in handled proficientiy 5 X 5
18 Did the Check-in processWOW you? 10 X 10
COMMENTS: Petewas very friendly and inviting. Handled everythingwell. Could have asked if I needed further
assistance tomake the encounter even better.
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Erie
Check-In without Reservation
Total Points Possible 144
Total Points Received 0
% Obtained 0.00%
Total Points N/A 144
Converted Score 144
Converted % 100.00%
Question
Point
Value
Yes
V2
Points
No N/A
Points
Received
Comments
1 Front Desk area congested Heavily Moderately Not at all
2
Inno line, guest greeted by clerk within 15
seconds
15
X
0
3 Name of clerk X
4
Front Desk clerk asked if I have stayed at the
property before. If "yes", go to question 7. If "no",
continue on.
7
X
0
5 Asked how many nights Iwould be staying 5 X 0
6 Obtained following information' X 0
Last/firstnamewith spelling 2 X 0
Room preference(smoking, n/s, 1st or 2nd floor) 2
X
0
Number of guests in room (Adults only) 2 X 0
Address& phone number 2 X 0
Company name 2 X 0
Market and source 2 X 0
7 Front desk clerk verified history information 2 X 0
8 Asked howmany nights Iwould be staying 5 X 0
9 Preferences reviewed and accomodated 5 X 0
10 Name used during interaction 7 11111 X 0
11
Front desk clerk polite and professional at all
times
15
X
0
12 Clerk organized 5 11111 X 0
13
Front desk clerk inviting and outwardly friendly
15
X
0
14 Front desk clerk neat and clean 5 X 0
15
Uniformneat, clean, and vibrant, name tag visible
10
X
0
16 Clerk's comments clear and audible 5 X 0
17 Keys received in a propermanner 7 X 0
18 Clear directions given to room 5 X 0
19 All questions/concerns addressed 2 X 0
20 Directions to roomwere correct 2 X 0
21 Entire check-in handled proficiently 5 X 0
22 Did the Check-in processWOW you? 10 X 0
COMMENTS:
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Erie
Check-Out
Total Points Possible: 134
Total Points Received: 85
% Obtained: 63.43%
Total Points N/A: 5
Converted Score: 90
Converted %: 67.16%
Question Point
Value
Yes
1/2
Points
No N/A
Points
Received
Comments
1 Front desk area congested Heavily Moderately CNotatalT^
2
In no line, guest greeted by clerk within 15
seconds
15
X
15
3 Name of clerk Pete
4
Front desk clerk polite and professional at
all times
15
X
15
5 Clerk organized 5 X 5
6
Front desk clerk inviting and outwardly
friendly
15
X
15
7 Front desk clerk neat and clean 5 X 5
8
Uniform neat, clean and vibrant, name tag
visible
10
X
10
9 Clerk's comments clear and audible 5 X 5
10
Clerk presented bill in clear and
understandable manner
5 lllllll X 0 had to ask for receipt
11 Charges were correct 5 5
12 Accommodated if requested split bill 3 X 0
13
Front desk clerk asked if I was a "Stay
Smart"
member
5
X
0
If "yes", asked to stamp card for number of
nights stayed
2
X
0
If "no", offered to sign me up for the
program
5
X
0
14 Clerk thanked me for staying 5 X 5
15
Clerk asked if future reservations were
required
6
X
0
16 Name used during interaction 8 lllllllll X 0
17
Departure greeting (i.e. hope to see you
again, have a nice day ... )
Enjoy your day
18
Departure greetingwas polite and
professional
5
X
5
19
Guest comment card given and guest
requested to complete
5
X
0
20
Did the check out processWOW you?
10
X
0
COMMENTS: Again, Pete was very friendly... despite being there at 10pm the night before and 9
am on themorning I left - impressive. He clearly remembered me from the night before and greeted
me accordingly - made me feel welcome.
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Erie
Rooms
Total Points Possible: 240
Total Points Received: 206
% Obtained: 85.83%
Total Points N/A: 15
ConvertedScore: 221
Converted %: 92.08%
Question Point
Value
Yes
V2
Points
No N/A
Points
Received
Comments
1 Type ofroom non-smoking
A Number of guests 1
3 Floor in hotel 3
4 Price per rright 39.95 +
5 Carpet vacuumed and clean 7 X lllllllll 76 Carpet notworn or damaged and free of stains 5 x 111 5
7
Ceilings, walls and doors are clean and in good repair 3 X 3
8 Connecting doors are locked and in good condition 3 X 0
9 Lighting in the room was adequate 1 X lllllllll 1 1
10
11
~L2~
Lights clean and have no bulbs burnt out
Windows clean
Drapes clean and partially closed
4
3
2
X
X
X
4
3
2
13 TV andmovie/games are operatingproperly 10 X 10
14 HVAC unit operating properly 7 X lllllllll 1 7
15 Counter tops and seating areas free of debris 3 X 3
16 Mirrors dean 7 X lllllllll 1 7
17 Linens clean and tidy 10 X 10
18 Mattress firm 5 X lllllllll 5
19 Pillows comfortable 5 X iiiiii 5
20 Room temperature comfortable 2 X 2
21 Room dust free 5 X lllllllll 5
22 Fire instructions and rates on the door 4 X 4
23 Guest information rack stocked properly 5 X lllllllll 5
24 Comment card provided 5 X 5
25 Bible provided 3 X 3
26 Adequatehangers provided 4 X UiliUi 4 non-removable type
27 Telephone book provided 3 X 3
28 Laundry bag and pricing in closet 5 X 5
29
Door lock, deadbolt, and safety chain/bar working
properly
7
X
7
30 Peep-hole clean 1 X IIIIII 1
31 Keyworked properly 3 X 3
32 Ashtray provided in smokingroom 2 X 0
33 Smoking room did not excessively smell like smoke 3 X 0
34 Room decoration appealing 3 X 3
35 Under bed clean 3 X lllllllll 3
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36 Inside drawers clean 3 * llllllllllllllll 3
37
Drawers opened easily, closet doors opened properly
4
X | |
4
38
~39~
Telephone directionswere easy to understand
Shower, tub, toilet and sink clean
3
15
X jlll 3
X | 7.5
5
hair in tub
40 Sufficient towels provided 5 X [
41 Heat lamp clean and worked properly 5 X |
x U|l
5
42 Shower curtain clean 3 3
43 Water pressure adequate 7 x n|| ||In II 7
44
IS"
Water temperature did not exceed 120 degrees
Facial soap and body soap present
7
7
X HI
X |
7
7
46 Towels hung and faced correctly 5 X | | 5
47 Showermat clean and placed in proper location 3 1 x 1 1.5 too close to toilet
48
~49~
Towelswere soft
Cups and ice bucket clean and organized
4
4
x Hlllim nil||||! 4
X | | 4
50
51
Adequate lighting in the bathroom
Special requests for towels, iron, hair dryerwere
answered courteously and timely
5
7
x llllllllllllllll II
X
5
0
52 Did the roomWOWyou? 20 1 x 10
COMMENTS: Very clean, except for hair in tub - there was quite a bit of it. Light over deskmade humming noise.
Other than that, Iwas very impressed with the room. Nomint or note from the housekeeper - which is a nice touch.
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LancasterVisit Shop Sheet
Essex Investments
MicrotelMystery Shopper Program
Visit Location: Lancaster
Call Date: 28-Apr
Day ofWeek: Monday
Reservation Date: 28-Apr
ReservationName: Robyn Schultz
VisitGrand Totals
Total Points Possible 980
Total Points Achieved 541
Total % Obtained 55.20%
Total Points N/A 189
Converted Score 730
Converted % 74.49%
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Lancaster
Switchboard
Total Points Possible 77
Total Points Received 48.5
% Obtained 62.99%
Total Points N/A 9
Converted Score 57.5
Converted % 74.68%
Question Point
Value
Yes
1/2
Points
No N/A
Points
Received
Comments
1 Phone answered within 3 rings 5 X lllllllll 52 Greeting:
Used proper time of day (i.e. morning,
afternoon, etc.)
1 11 X 0
Used property name (i.e. LehighMicrotel, etc.)
2
X 2
Used their name (i.e. Melissa, John, etc.) 4 X mini 4
3 Name of switchboard operator: Tracy
4
Phone answered in polite and professional
manner
2
X 2
5 Greeting clear and audible 2 X 2
6 Caller is asked before put on hold 2 X 0
8 Caller is put on hold
Less than 15 seconds 3 X 0
15 seconds to 60 seconds 1 X 0
More than 60 seconds 0 X 0
Not placed on hold 7 X 7
9 If placed on hold:
Information on hold was working 2 X 0
Correct information for time of year 1 X 0
Sound levelwas appropriate for listening 1 X 0
10
Employee comments audible and clearly
enunciated
3
X 3
11 Operator polite and professional at all times 10 X 5
12
Received quick and accurate answers tomy
questions
4
X lllllllll 4
13
If necessary, transferred to right person/
department
5 lillllll X 0
14 Operatormet all ofmy needs 7 X 7
15
Operator closed politely and said "Thank
you"
5
X 2.5
16 Did the switchboard operatorWOW you? 5 X 2.5
17 Did the switchboard processWOW you? 5 X 2.5
COMMENTS: Talked a bit quick. Not very professional. Friendly, though.
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Lancaster
Reservations
Total Points Possible: 141
Total Points Received: 70
% Obtained: 49.65%
Total Points N/A: 11
Converted Score: 81
Converted % : 57.45%
Question Point
Value
Yes
1/2
Points
No N/A
Points
Received
Comments
1 Phone answered within 3 rings 5 X 11111 5
2 Greeting:
Used proper time of day (i.e. morning,
afternoon, etc.)
1
111
X 0lllllllll
Used property name (i.e. Lehigh Microtel, etc.)
2 X 2
Used their name (i.e. Melissa, John, etc.) 4 X iiiiiii 4
3 Name of reservationist: Tracy
4
Phone answered in polite and professional
manner
2 X 2
5 Greeting clear and audible 2 X Bill 2
6 Caller is asked before put on hold 2 111 X 0
Caller is put on hold
Less than 15 seconds 3 X 0
15 seconds to 60 seconds 1 X 0
More than 60 seconds 0 lllllllll X 0
Not placed on hold 7 X lllll 7
7
Reservationist polite/professional and inviting
at all times
10 X 5
8
Reservationist asked if I had stayed at the
property before
7 X 7
9
Reservationist determined arrival/ departure
dates
5 X 5
10
Reservationist asked if I had special requests,
whether I was with any group or function, or
with any specific company or corporation
2 X 0
11
If sold out, reservationist offered alternative
dates or offered to add me to a wait list
4 V 0
12 Reservationist quoted rates, offered benefits of
hotel and asked if I would like to book a room
4 X 2
gave rate without
prompting, no
benefits
13
If I resisted the rate or benefits, the
reservationist offered more benefits and
showed concern in helping the situation
2 111 X 0
14 If reservation is made, following is obtained:
Last/ first name with spelling 2 X
lllll
2III
Room preference (smoking, n/s, 1st or 2nd
floor, etc.)
2 X 2
Number of guests in room (adults only) 2 X 1111 2
Address and phone number 4 lllll X 0
Company name 2 IIIIIII X 0
Market and source 2 lllll X 0
15
Reservationist asked if I wanted to guarantee
room
1 X 1
If yes, asked for credit card/ deposit 2 X lllll 2
If no, clearly stated hotel hold policy (4pm or 6
pm)
5 X 0
16 Reservationist confirmed the following: X
Arrival/departure dates 3 ililii X 0
Name 1 X 0
Room type 1 X 0
Rate 1 X 0
Confirmation method 1
. IIIIIII X 0
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17
Reservationist offered confirmation/
reservation number
2 l X 0
18 Reservationist offered tomail confirmation 2 X 0
19 Reservationist offered tomail brochure 1 X 0
20
Reservationistwas able to give precise
directions to hotel or offered to fax them
6 X 6
21
Reservationist used my name during
interaction
5 X 0
22
Reservationist asked if any further assistance
was needed
5 lllll X 0
23 Reservationistmet all my needs 8 X 4
24
Reservationist closed call politely and said
"Thank you"
5 X 2.5
25 Did the reservationistWOWyou? 5 X 2.5
26 Did the reservation processWOWyou? 10 X 5
COMMENTS: Didn't getmuch information or confirm anything. Seemed rushed. Good directions. Not very
professional, but still friendly.
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Lancaster
Lobby, Elevators, Parking Lot and Hallways
Total Points Possible
Total Points Received
% Obtained
Total Points N/A
Converted Score
Converted %
121
67
55.37%
12
79
65.29%
Question
Lobby
Point
Value
Yes
1/2
Points
No N/A
Points
Received
Comments
1 Front windows clean 2 X 1 dirt on windows
2 Walkway clear 2 X 2
3 Cieling clean 2 X 2
4 Furniture clean 2 X 1
5 Plants fresh-looking 2 X lllllllll 2
6 Floor clean 3 X 1.5
7 No fingerprints on glass 2 lllllllll X 0 lots of fingerprints
8 Carpet vacuumed, clean and notworn 5 X 2.5 a bit worn
9 Tables clean and dusted 3 X 3
10 Paintings straight 2 X 2
11 Ashtrays clean and available in vestibule 2 X llllllllllllllll 2
12 Did the lobby WOW you? 5 X 2.5
Elevators/Stairwell
1 Elevator functioning 5 iiiiiiiiiiiiiiii! X 02 Elevator clean 3 X 0
3 Lighting working and appropriate 2 X
lit!1
2
4
Stairwell clean and attractive
3
X
0
wood chips in both stair
wells
5 Did the elevators/ stairwellWOW you? 3 X 1.5
Parking Lot/Building Exterior
1 Hotel exterior and parking lot clean 8 X 8
2 All exterior lighting was working 5 X lllllllll 5
3 There was enough lighting in the parking lot 7 X llllllllllllllll 7
4 Landscaping attractive and well-maintained 5 X 2.5
5 Road plowed and /or salted appropriately 2 X 0
6 Walkway to building clear 3 X 3
7 Did the parking lot/ exteriorWOW you? 6 X 0 see comments
Hallways
1 Hallways well lit 2 \ n iiiiiiiiiiiiiiii 2
2 Fire exits clearly marked 5 x miniiiiiiiiiiiR 5
3 Ice machines marked and functional 4 i x 2 no signs on 2nd floor
4 Vending
machines marked and functional/
well-stocked
5 i x
2.5
no signs on 2nd floor
5 Carpet vacuumed, clean, and notworn 5 X 0 very worn
6 Hallways clean 2 llllllllllllllll X 0 dirt on walls and floor
7 Hallways quiet 3 x II 3
8 Furniture in hallways neatly arranged 2 lllllllll X 0
9 Pictures attractive and appropriate 2 x lllllllll 2
10 Signage in hallways appropriate 2 llllllllllllllll * 0 see comments
11 Did the hallways WOW you? 5 i i 0
COMMENTS: Layout of building in lot means there are no parking spots convenient to the lobby doors.
Also, all cars seemed to parked on one side of the building (the side I needed to be on). Perhaps the
check-in clerks could try to arrange it so everyone doesn't need to park near the same door. There was no
signage on the 2nd floor indicating how to get to the lobby or the vending area. If I hadn't known the
vending area was near the lobby, I might not have found it. The carpet in
the halls was pretty
unimpressive - looked worn and dingy.
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Lancaster
Check-Inwith Reservation
Total Points Possible 123
Total Points Received 106
% Obtained 86.18%
Total Points N/A 0
Converted Score 106
Converted % 86.18%
Question Point
Value
Yes 1/2 Points No N/A
Points
Received
Comments
1 Front Desk area congested Heavily <JloderateI}r> Not at all
2
In no line, guest greeted by clerk within 15
seconds
15
X
15
3 Name of clerk Jim
4 Reservationwas correct 10 X | | 10
5 Preferences reviewed and accomodated 5 1 1 x 0
6 Name used during interaction 7 lllllllllllllllllllllllllll x 0
7
Front desk clerk polite and professional at all
times
15
X | | 15
8 Clerk organized 5 x IIIIIIIIIIIIIIII 5
9
Front desk clerk inviting and outwardly
friendly
15
X | | 15
very friendly and
accommoda ting
10 Front desk clerk neat and clean 5 X | | 5
11
Uniformneat dean, and vibrant, name tag
visible
10
X | |
10
other clerk did not have
nametag
12 Clerk's comments clear and audible 5 X [ | 5
13 Keys received in a propermanner 7 X | | 7
14 Clear directions given to room 5 X 5
15 All questions/concerns addressed 2 X 2
16
17
Directions to roomwere correct
Entire check-in handled proficiently
2
5
X
X
2
5
18 Did the Check-in processWOW you? 10 1 x 1 5
COMMENTS: Jimwas very friendly and efficient However,when I asked if therewas a drug store in the area he
asked what I needed. While I'm sure hewas just trying to see if he could help, itwas still pretty inappropriate to
ask. Did ask if Iwanted a wake-up call, which was thoughtful.
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Lancaster
Check-In without Reservation
Total Points Possible 144
!otal Points Received 0
% Obtained 0.00%
Total Points N/A 144
Converted Score 144
Converted % 100.00%
Question
Point
Value
Yes
V2
Points
No N/A
Points
Received
Comments
1 Front Desk area congested Heavily Moderately Not at all
2
In no line, guest greeted by clerkwithin 15
seconds
15
X
0
3 Name of clerk X
4
Front Desk clerk asked if I have stayed at the
property before. If "yes", go to question 7. If "no",
continue on.
7 111 X 0
5 Asked howmany nights Iwould be staying 5 lllllllll X 0
6 Obtained following information: llllllllllllllll X 0
Last/0rst namewith spelling 2 X 0
Room preferencefsmoking, n/s, 1st or 2nd floor) 2 Hlllll X 0
Number of guests in room (Adults only) 2 lllllllll X 0
Address & phone number 2 llllllllllllllll X 0
Company name 2 lllllllll X 0
Market and source 2 X 0
7 Front desk clerk verified history information 2 X 0
8 Asked how many nights Iwould be staying 5 X 0
9 Preferences reviewed and accomodated 5 X 0
10 Name used during interaction 7 iiiib! X 0
11
Front desk clerk polite and professional at all
times
15
X
0
12 Clerk organized 5 lllllllll X 0
13
Front desk clerk inviting and outwardly friendly
15
X
0
14 Front desk clerk neat and clean 5 X 0
15
Uniformneat, clean, and vibrant, name tag visible
10
X
0
16 Clerk's comments clear and audible 5 X 0
17 Keys received in a proper manner 7 X 0
18 Clear directions given to room 5 X 0
19 All questions/concerns addressed 2 X
X
0
020 Directions to roomwere correct 2
21 Entire check-in handled proficiently 5 X 0
22 Did the Check-in processWOW you? 10 X 0
COMMENTS:
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Lancaster
Check-Out
Total Points Possible: 134
Total Points Received: 72.5
% Obtained: 54.10%
Total Points N/A: 5
Converted Score: 77.5
Converted %: 57.84%
Question
Point
Value
Yes
1/2
Points
No N/A
Points
Received
Comments
1 Front desk area congested Heavily Moderately Not at all ~~)
2 In no line, guest greeted by clerk within 15
seconds
15
X
7.5 took her about 20 seconds to
look up from computer
3 Name of clerk Tracy
4
Front desk clerk polite and professional at
all times
15
X
15
5 Clerk organized 5 X lllllllll 5
6
Front desk clerk inviting and outwardly
friendly
15
X
15
7 Front desk clerk neat and clean 5 X 5
8
Uniform neat, clean and vibrant, name tag
visible
10
X
2.5
no nametag
9 Clerk's comments clear and audible 5 X 5
10
Clerk presented bill in clear and
understandable manner
5
X lllllllll 5
11 Charges were correct 5 X fill 5
12 Accommodated if requested split bill 3 X 0
13
Front desk clerk asked if I was a "Stay
Smart"
member
5
X
0
If "yes", asked to stamp card for number of
nights stayed
2
X
0
If "no", offered to sign me up for the
program
5
X
0
14 Clerk thanked me for staying 5 X 0
15
Clerk asked if future reservationswere
required
6
X
0
16 Name used during interaction 8 lllllllll X 0
17
Departure greeting (i.e. hope to see you
again, have a nice day... )
enjoy the weather
18
Departure greeting was polite and
professional
5
X
2.5
19
Guest comment card given and guest
requested to complete
5
X
5
20
Did the check out processWOW you?
10
X
0
COMMENTS: Tracy was friendly and efficient, but did not use my name or inviteme to stay again.
Did not personalize the process much at all.
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Lancaster
Rooms
Total Points Possible: 240
Total Points Received: 177
% Obtained: 73.75%
Total Points N/A 8
Converted Score: 185
Converted %: 77.08%
Question
Point
Value
Yes
1/2
Points
No N/A
Points
Received
Comments
1 Type of room non smoking
2 Number of guests 1
3 Floor in hotel 2
4 Price per night 35.95 + tax
5 Carpet vacuumed and clean 7 III 7 nice burgandy color
6 Carpet not worn or damaged and free of stains 5 x lllllllll 5
7
Ceilings, walls and doors are dean and in good repair
3
X | |
3
8 Connecting doors are locked and in good condition 3 X 0
9 Lighting in the room was adequate 1 x lllllllll 110 lights clean and have no bulbs burnt out 4 x | 1 4
11 Windows clean 3 x IIIIIII 3
12 Drapes clean and partially closed 2 X | | 2
13 TV andmovie/games are operatingproperly 10 X | ( 10
14 HVAC unit operating properly 7 x IIIIIII 7
15 Counter tops and seating areas free of debris 3 1 1 x 0 see comments
16 Mirrors dean 7 x llllllllllllllll 7
17 Linens dean and tidy 10 x 1 1 10
18 Mattress firm 5 x || || 1|| II 5
19 Pillows comfortable 5 x IIIIIIIIIIIIIIIIH 5
20 Room temperature comfortable 2 x 1 llllllllllllllll 2
21 Room dust free 5 \ IIIIIIIIIIIIIIIIH 5
22 Fire instructions and rates on the door 4 X | 4
23 Guest information rack stocked properly 5 x 111111 5
24 Comment card provided 5 X 5
25 Bible provided 3 X 3
26 Adequate hangers provided 4 lllll x 0 only 3, non-removable type
27 Telephone book provided 3 X | 3
28 Laundry bag and pricing in doset 5 X 0
29
Door lock, deadbolt, and safety chain/bar working
properly
7
1 x
3.5
deadbolt hard to dose - had to
line up door
30 Peep-hole clean 1 x 11111 1
31 Keyworked properly 3 x
3
32 Ashtray provided in smokingroom 2 X
0
33 Smoking room did not excessively smell like smoke 3 X
0
34 Room decoration appealing 3 ^Jllllll
3
143
35
Under bed dean
3
X
0
under bedspreadnot vaccuumed
36 Inside drawers dean 3 X 3
37
Drawers opened easily, doset doors opened properly
4
X
4
38 Telephone directionswere easy to understand 3 X llllllllllllllll 3
39 Shower, tub, toilet and sinkdean 15 X 0 see comments
40 Sufficient towels provided 5 X llllllllllllllll 5
41 Heat lamp clean andworked properly 5 X 5
42 Shower curtaindean 3 X 3
43 Water pressure adequate 7 X 7
44 Water temperature did not exceed 120 degrees 7 X 7
45 Facial soap andbody soap present 7 X 7
46 Towels hung and faced correctly 5 X 5
47 Showermat clean and placed in proper location 3 X 1.5 too dose to toilet
48 Towelswere soft 4 X 4
49 Cups and ice bucket clean and organized 4 X 4
50 Adequate lighting in the bathroom 5 X 5
51
Special requests for towels, iron, hair dryerwere
answered courteously and timely
7
X
7
52 Did the roomWOW you? 20 X 0
COMMENTS: Iwas in a room at the front of the buildingwhich was very noisy due to traffic on highway, could
not even open thewindow. Room seemed a little bigger than others. Color schemewas nice. Therewere stains on
the bench cushion whichwere very unattractive. A big sticky cup ring on the bedstand was really nasty. Top of
toiletwas grimey - felt like it hadn't been cleaned in quite a while. Therewas hair in the ub and the blanket had
stains on it. Roomwas nice, it justwasn't cleaned very well. Also, therewas no note and mint from the
housekeeper like at other properties, which is a nice touch.
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